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OW shall I win the patronage of 

new people? By that we mean 

people who have never been in 
your store, people who have just arrived 
in town, people who should be listed 
among your permanent trade. 

And that brings up a question that will be treated 
further along: How well do I know my customers? Do 
you know who is, and who is not, your customer? Have 
you a list of the people who buy from you regularly? 
Do you know when their most recent purchase was 
made? If you have not such a list you have been neg- 
lectful of one of the most important things in retailing. 
If you think it “too much 


Second of a Sertes 


By R. L. PraTHErR 


comparison should be a spur to your am- 
bition. When you see how many people 
there are in your town that you are not 
selling it should whet your appetite for 
a fine big war on such conditions. 
Check the names on your list with the 
names in the telephone book and make some kind of a 
mark in front of those names that are not on your list. 
Then determine that you will begin to call the attention 
of all those names to your store in a manner that will 
bring them in. Of course, you have been talking to them 
in your newspaper advertisements. But they have not 
responded, because they have fixed habits in the way of 
trading. They probably buy 





trouble” to do those things, 
then you are not really inter- 
ested in this and you may 
quit reading right here ~and 
go on out to the golf course 
or ball game. You are not in- 
terested in making gains—it 
is-too much trouble. 

But of course you have 
such a list. It is hardly be- 
lievable that you have not. 
Take the list and sit down 
with the telephone book and 
compare your total number of 
customers with the total num- 
ber of names in that book. Is 
it not amazing to see how 
many there are that you 
have never even seen? Is 
it not astonishing to find that 
the telephone book outnum- 
bers your list by such tremen- 
dous majorities? Such a 








all their shoes from your 
nearest and dearest competi- 
tor. They may read your ads 
and remain unimpressed. You 
must take another angle of 
approach. 

The personal touch—that’s 
the thing. Obviously, you can- 
not see and talk to all those 
people personally. You may 
not start out on a personal 
solicitation campaign. That 
would not work out well in 
these days of bell-ringers and 
house-to-house canvassers. 
But there is another method 
of personal approach and a 
very effective one if you do it 
right. Personal letters. Real 
letters, written on a machine 
and signed by you personally. 
Friendly, sincere, genuine let- 
ters that carry a punch. If 
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‘TURNING Iaie Hours 
Into PROFIT-MAKERS 


What Can Be Done to Bring About Fewer and Shorter 
Loafing Periods During the Average Business Day 


By HELEN M. HANEY 


S CIENTIFIC salesmanship is the third and most im- 


portant factor in the distribution of footwear to 

the consumer. For after the retail shoe merchant 
has bought his stock to meet the ever-increasing, exact- 
ing demands of his clientele, and after he has displayed 
this stock in the most appealing manner, it must be 
sold. And in the selling of his stock lies the real test 
of a merchant’s ability to make money on his invest- 
ment of brains and capital. 

There are some one-man shoe stores in the country 
where the proprietor buys, styles, displays and sells his 
stock himself and, in addition to all this, takes care of 
his stock and publicity, but the majority of retail shops 


must divide their sales duties and incidental work . 


among a group of cooperators known as the salesforce. 
This salesforce may consist of two persons or it may 
consist of 200, but the principle of the best customer 
service at the lowest possible cost is as paramount an 
issue in the one case as in the other. 

An analysis of what is being done in various towns 
and cities of the United States in the way of apportion- 
ing and directing the members of the shoe store’s sell- 
ing force to produce the best results with the least loss 
of time presents an interesting study, and one that not 
only varies with every type of retail shop studied but 


37% 
for 


Selling 


51% 


free time 


promotion 
(telephoning etc.) 


This is the average division of time of retail shoe sales- 

men in an average store under average conditions. The 

problem is how to use the 31 per cent free time to the 
best advantage. 


again shows a different method with the well-defined 
plan of every manager. In other words, the division of 
labor in a retail shoe store is as individual as is the 
human being at its head. 

The average shoe store day consists of eight working 
hours, with one hour off for lunch. If busy at the fitting 
stool of a medium grade one-price shoe store all of this 
time, a retail salesman can greet, sell and properly fit 
a customer in twenty minutes. This means three pairs 
of shoes per hour, or twenty-one pairs per day. 

Allowing for a two weeks’ vacation and twelve holi- 
days or other days off (the maximum number of work- 
ing days per year being figured at 288), the number of 
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pairs sold for the year would be 6048. This number 
might be increased by second or third pair purchasers 
or by repeat customers, the latter demanding a pair 
just like the last pair, or by telephone orders; or de- 
creased by lack of demand, or in too much time spent 
by the salesman in talking, or by improper fitting re- 
sulting in returns or exchanges, or lack of tact or lack 
of knowledge of what the customer’s foot requires. 

In a big city women’s shoe store, where popular- 
priced style merchandise is bought well and sold quickly, 
where the stock is accessible and is divided as to its 
care among the fifteen members of the salesforce, with 
approximately two hours each morning devoted to the 
refilling of boxes and other incidentals of handling, the 
following is the schedule for a regular day, Saturday 
being an exception: 

The salesmen report for duty at 8.45 a.m. There is 
a ten-minute sales talk until 8.55 a. m. and at 9 a. m., 
when the doors of the store open, salesmen are working 
on stock. 

When the first customer comes in, the manager calls 
a salesman by number and the sale is on, with an aver- 
age time of 20 minutes devoted to showing four or five 
styles and fitting them. The salesman takes the shoes 
purchased to the bundle desk and waits for the pack- 
age; he delivers the cash paid by the customer to the 
cashier, and brings back the receipt and change to the 
customer. All of these transactions are included in the 
20-minute period. 

The customer is also asked by the salesman during 
this 20-minute period, and usually after the purchase of 
shoes is made, if she would like to take advantage of a 
special price in hosiery, and calls the hosiery sales- 
woman, if not busy, to look at the shoes and to show 
the customer how nicely the shades in hosiery match 
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the shoes; the hosiery woman then takes up the hosiery 
sale. If the hosiery woman is busy, the retail salesman 
escorts the customer to the hosiery department. 

Just as soon as the salesman has finished with a sale 
he walks to the front of the store and reports to the 
floor manager that he is again free to take a customer. 

And so the early morning’s work proceeds, with an 
average of about four customers to a man until 11 
o’clock, when the rush begins. Each salesman is as- 
signed four seats. He has previously been working on 
the stock directly back of these seats, and he knows it 
all by heart. When he runs short of a number he re- 
ports this to the floor manager, who immediately assigns 
someone else to make a fill-in; or, if there are no more 
numbers in that size in stock the box is so marked. 

If trade is brisk, every one of the fifteen salesmen is 
fairly active from 11 a, m. until 12, when the noon-hour 
period commences. Eight of the force go to lunch from 
12 to 1 and seven from 1 p. m. to 2 p.m., when agaim 
the whole force of fifteen is on, with trade continuing 
busily until 4 p. m. 


With the falling off of selling activity, work on stock 
again commences; or there may be an inspection of 
the new numbers, or telephone calls to customers about. 
something that the salesman is sure the prospective 
customer would like. There are also exchanges, and 
these occur not only between the 4 to 6 p. m. hours but 
are “sandwiched in” during rush hours. The condition 
on exchanges in this store does not vary from those in 
any other store where fitting plays an important part 
in the sale. However, time spent in exchanges and re- 
funds is an appreciable item and should not be ignored 
in making an analysis of retail shoe selling costs. 
There are some sales that consume less than 20 minutes 
in this store and some that require as:long as 45 
minutes. 

An actual hour’s observation on a sunshiny Thursday 
was made at this store between the hours of 2 p. m. and 
3 p. m., with the following results: 

One sale of 18 minutes, from the time the customer 
walked into the salesman’s section until the package 
was delivered to her. Four pairs of shoes were shown 
and fitted to the customer before she bought; hosiery 
was suggested. One walk-out consumed 12 minutes. 
One exchange—time consumed, 10 minutes. One sale 
to a young woman who “wanted a pair just like that in 
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18 
minutes 


le One Sale 
A pairs of 
shoes shown 





Exchange| Resulting in 
walk-out 





An analysis of an actual hour in a retail shoe store. It 


will be noted that a failure to sell, costing twelve min- 
utes, and a ten minute idle period used up more than 
one-third of the time. 
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A duplicate of one of the department sheets by which inventory control is exercised in the 
Berberich & Sons, Washington, D. C. 




































Controlled Inventory Means 
Controlled r rofits 


HEN the shelves are so crowded 
with shoes that they won’t hold 
another pair—when the trade 
goes on one of its finicky buying streaks 
—is usually the time when a great many 
merchants start to think about reducing stock. 

Consider this picture of a small town or neighbor- 
hood shoe store. Bills are past due; the store is full 
of shoes that no one seems to want; only the latest 
purchases are being sold; customers are not interested 
in the old collection of shelf-warmers, no matter at 
what price they may be offered. 

This typical store has a stock whose cost inventory 
value (that is, the alleged figures) equals the total value 
of the store’s yearly sales, which means that a good 75 
per cent of the stock is dormant. Old customers are 
noticed going to the nearby chain stores or to the big 
town. Thinking it all over, the old-established mer- 
chant believes the retailing of shoes has gone to pot 
and that he is the innocent victim of uncontrollable 
circumstances. 

It is agreed that the most serious problem facing the 
average small store is the relatively tremendous amount 


of undigested stock on the shelves, so the question of 


how this overload may be reduced to a healthy basis fs 
of vital importance. If, instead of doing 85 per cent 


By Harry R. TERHUNE 
Field Editor 
Boot and Shoe Recorder 


of the business on 25 per cent of the 
stock, with the stock deteriorating at a 
rapid rate, it is possible to do 95 per 
cent on 85 per cent of the stock, the 
condition of the store will be much im- 
proved and profits will be proportionately better. 

That’s why a young man in Washington, D. C., was 
prevailed on to tell how he merchandises the big, flexi- 
ble stock of the Berberich shoe store, how he keeps the 
stock in a liquid condition, how a continuous and proper 
amount of necessary new shoes regularly flows into the 
store, and how he manages to scientifically increase his 
sales while reducing his stock. 

If you have read as far as this, there is no question 
but that the method put in practice by Robert Berbe- 
rich, third of his name in the old shoe store of Robert 
Berberich & Sons, will prove interesting. His method 
is so simple, yet pays such high returns in actual dol- 
lars and cents, that it will surely interest the merchant 
whose shelves tell their own sad story and so induce 
him to give this stock control a thorough try-out. 

One great problem solved is to have the proper num- 
ber of shoes in the store at all times, with no overload 
at times and, what is almost as bad, no barren spots. 
To accomplish this purpose, it is necessary to divide 
the stock in the store into a proper number of workable 
[TURN TO PAGE 54, PLEASE! 
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Six Runway Shows Planned 
at Boston Fair 


All Told, 240 Styles Will Be Displayed, Divided Into Six 
Groups of Forty Each——Afternoon and Evening Per- 
formances on July ¥, 10 and 11 at Hotel Statler 


A total of 240 new styles will be 
shown during the runway perform- 
ances which will be one of the main 
features of the ninth annual Boston 
Shoe and Leather Fair to be held in 
the ballroom of the Hotel Statler, 
July 9, 10 and 11. Chairman A. F. 
Bancroft of the Style Revue Commit- 
tee, announces that there will be three 
evening and three afternoon performances, six in all, 
and that forty styles will be shown by a limited num- 
ber of models at each of these revues. 

While definite details of the style revue have not yet 
been made public, it is known that the revue this year, 
under the direction of Madame Hamilton Jeffries, 
Fashion Editor of the BooT AND SHOE RECORDER, will 
introduce many new features. 

There will be a runway, of course—70 feet long. No 
style revue would be complete without one, but its 
arrangement will be different; entrances and exits will 
be differently arranged to create a distinctly novel 
effect; and the display of shoes on models will be inter- 
spersed with excellent entertainment by high grade 
professionals. 

The working arrangements have been made in fine 
detail, so that every minute of the Style Revue period 
will be governed with mechanical regularity. A large 
number of manufacturers of women’s shoes (the only 
shoes to be shown on the runway) already have signified 
their intention of participating, and these will be given 
careful descriptions of the type of shoe desired for each 
particular showing, so that it will perfectly match or 
harmonize with the costume to be worn by the model. 

When shoes are sufficiently harmonious, the model 
will wear one manufacturer’s shoe on each foot, there- 
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by adding a new and interesting feature to the presen- 
tation, doubling the number of styles which can be 
shown, and approximately doubling the number of shoes 
shown for each manufacturer. In this case the model 
will carry a neat insignia in each hand representing the 
manufacturer whose shoes she is wearing. This, of 
course, will bring out an added element of competition. 

Madame Jeffries will make her headquarters in the 
rooms of the New England Shoe and Leather Associa- 
tion, 166 Essex Street, Boston, up to the time of the 
Fair, and will be glad to consult there with any of the 
cooperating manufacturers regarding the details of the 
Style Revue. 

The Boston Boot and Shoe Club held a- Boston Shoe 
and Leather Fair “booster” luncheon-meeting at Hotel 
Statler on Wednesday, June 13, to which also were in- 
vited the officers, directors and committees of the Boston 
Shoe and Leather Fair organization itself. 

Major P. F. O’Keefe of Boston, an advertising man 
of national reputation, made the keynote address, 
and there were brief talks relative to the Fair and 
its importance to New England by President Horace R. 
Drinkwater of the Boston Boot and Shoe Club; Presi- 
dent Alfred W. Donovan of the New England Shoe and 
Leather Association; President William H. Bresnahan 
of the Boston Shoe and Leather Fair, and Secretary 
Thomas A. Delany of the National Shoe Travelers’ As- 
sociation. 

In addressing the meeting, President Bresnahan em- 
phasized the fact that the style revue will be entirely 
novel in character; that elaborate plans are being made 
by the hospitality committee, and that one of the chief 
features of the entertainment will be a golf tournament 
on July 11, the last day of the fair. “There is going to 

[TURN TO PAGE 79, PLEASE | 
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Getting More Shoes Sold Righi 
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Buy to Quality 


HE future policy of your business becomes 


clearer as time progresses. Merchants have 
expressed themselves in high approval of the poli- 
cies we laid down in early March for March, April, 
May and June. Events have proved it was best to 
sell, sell, sell—putting every effort into moving 
goods—rather than to dam up the flow of business 
by the plug of price. Even with following that ad- 
vice, there are many shoes lowering in value on the 
merchants’ shelves due to time and weather. Some 
of these shoes must be moved, price regardless. 

There are sound reasons for getting more money 
for fall shoes at retail. Even without the material 
price problem, shoes are sold below any other arti- 
cle of retail sale. None rate as low as shoes for 
gross margin (total stock compared) and absolute- 
ly none net as low a return to the merchant. The 
store’s service is without cost when you consider 
that the customer takes the time and training of ex- 
perts for nothing, and, what is more often, is 
abusive, rather than thankful. What other trades 
charge for, we give away free. 

Shoes must be made appreciative. Store service 
and selection must be figured into the price. If 
the merchant can get more, he is not averse to 
paying more from the source. He must be shown 
the way to get his first. ne 

The merchant in turn is responsible to both pub- 
lic and manufacturer. In “buying to quality and 
not to price,” he serves both best, and profits him- 


self. 
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The best policy for future action comes out of 
the experience of Edgar J. Kaufmann, president of 
Kaufmann’s Department Store, Pittsburgh, when 
he says: 

Buy to quality—not to price. 

Appeal to taste, not to dollars. 

Discard special sales. 

Buy from hand to mouth as needed. 

Be good show men—creating artistic display in 
a pleasing atmosphere. 

Remember the trend toward humanics, and the 
great need of a personal touch in the contacts of 
your store. 


If the merchant, nationally, will follow this lead, 
the fall season will more than compensate for the 
retarded business of the first six months of the 
year. Opportunity never was clearer to the man 
who can think clearly, plan constructively and work 
constantly. What this industry needs is more cour- 
age and more work. 


Politically Passive 


HEN the elevator man asked us to interpret 

for him the differences in political parties, 
we were totally “stumped.” Try it yourself! Po- 
litical platforms no longer indicate the differences 
once evident between parties. 

The differences of opinion between intelligent and 
thoroughly honest men and women of the two great 
parties are far less evident, and are also far less 
important than formerly. Real issues are increas- 
ingly difficult to find. To maintain present or even 
better living wages is obviously in the minds of 
both parties. The leader selected for the next four 
years will become the manager of the greatest busi- 
ness in the world—the Government of the United 
States. 

The passive citizen wants the conventions to 
“get over’ as soon as possible—then let the battle 
for ballots proceed without interference with busi- 
ness. Elections have become a thing apart from 
the steady flow of business. Within two weeks, may 
we say, each and every business man will step out 
of political interest—into a keen sense of the op- 
portunity ahead for a really great season at retail. 
Everything points to a bulge in business for fal! 
for the conventions in Kansas City and Houston 
have all the finality of lifting doubt, and insuring 
confidence for fall. 


Dollar Battles 


OW many more schemes for mortgaging the 
pay envelope can be devised? The latest is 
this one—“Why worry about your summer vaca- 
tion? Spend your vacation here, stay as long as you 
please, and pay when convenient.” The offer of a 
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country vacation with golf and every possible out- 
door sport is included in the offer. Thus the joy of 
midsummer is made the grief of next winter, and 
next winter’s fur coat will become the burden of a 
following summer. Soon the only way to catch up 
with deferred payments will be death itself—may 
it be long deferred. 

How long can this false payment scheme of con- 
suming first—then paying, continue? There is not 
a tangible article of public use today that cannot be 
‘bought ahead of its payment.” 

Now stocks and bonds can be purchased by the 
same “modern methods.” Every city and town in 
America has gone “stock-buying” crazy. In Mil- 
waukee the stock and bond offices number one hun- 
dred, where four years ago the total was less than 
could be counted on one hand. When one clothing 
building in New York holds six stock brokerage 
offices, maintained principally for the garment 
workers in that building, plus the neighboring loft 
building, it is easy to see the dollar gambled is the 
dollar lost from the consumption market. 

It is getting to the point where the budget of each 
week’s obligated payments have but a few dollars 
for food and raiment. 
Those stores which also 
encourage char ge ac- 
counts may temporarily 
profit by book sales to- 
tals, but they likewise 
pay for the privilege. 
Many a shoe merchant 
is “breathing hard.” 
His worries are in- 
creasing with every 
new account, for pay- 
ments never were slow- 
er. He gives credit on 
an article of sale so low 
in price and profit that 
it is overlooked as an 
insignificant item, and 
even when pressure is 
put upon collection, « 
the public knows the 
merchant won’t go to 
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for your magazine. 





many good friends. 


—— | 
The Reason Why test. 


J. A. POSNER 


Little White Shop 
Ladies’ Toggery 
Alexandria, La. 


We are contemplating adding a shoe department 
to our store and would like to enter our subscription 


Mr. Cecil R. Seff, formerly of Weiss and Gold- 
berg of this city, who will manage this department, 
says that a shoe store cannot be run successfully 
without the aid of the Boot AND SHOE RECORDER. 

Respectfully yours, 
(Signed) 


The Recorper is constantly being boosted by its 
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to the merchant in Chicago that refused to sell, ex- 


cept for spot cash, one of the wealthiest women in 
America, whose habit of payment six months late 
is universally known. 

Let other trades enjoy their false dollar-honey- 
moon. The time of credit reality is coming soon. 
Then the public will go with cash to get the most 
for the money in style, fit and footwear. To hold 
clearance sales—at credit—is to lose money twice, 
once with the reduction sale and again with time 
and promises deferred. Now is a time for com- 
mon sense in shoe selling, for a public coddled with 
credit in other things must face cold cash for shoes 
—there is no other way for the shoe store. 


Thinking Ahead 


XACT knowledge (in advance) of what the 

public wants, is of tremendous merchandising 
value. To have fashion facts clearly defined in 
June as to what women, men and children will wear 
in the fall, is to be forearmed for a profit. That 
position is possible this year, for there is evidence 
that fall selections in 
browns, blacks, patents 
and suedes are almost 
positive in a salability 
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Ask any business 
man or banker how he 
feels about the fall— 
election or party selec- 
tions notwithstanding 
—and invariably the 
answer comes back, “a 
buying bulge ahead.” 

If the public con- 
tinues to ride short of 
shoes and wearing ap- 
parel the time is not far 
distant, with a change 
J. A. POSNER. of season, when public 
* buying must resume. 
In preparation thereof 
we lead industry into a 


court extremes to col- 
lect so small an amount. 

There is only one 
policy in these days of 
dollar madness — and 
that is “for cash.” Our 
hats are off to the store 
in New York that does 
a2 $7,000,000 business 
for cash. The public 
has been taught to 
carry real money to the 
store. Our hats are off 


In the course of a year we receive hundreds of 
new subscriptions from buyers who are undertak- 
ing new stores or new departments and who have 
always looked upon the RecorpeR as their best 
adviser in merchandise and merchandising. 

We wish Mr. Posner and Mr. Seff all possible 


success in their new department. 


Fee 6 TE 











President 
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well-planned fall sea- 
son, wherein he who 
profits most makes a 
forward pass over time 
and space to visualize, 
with us, the salability 
of his selections next 
fall. There is certain 
to be a business bulge 
this fail. The big prob- 
lem for the merchant is 
to have the right mer- 
chandise. 
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#@ Make Your Ads More 


General Rules Governing the Laying Out of 
Display Space, the Kind of Type to Use 
and How Best to Use It 


Smoked Elk, black 
calf saddle 


SUMMER CAMP SHOES 


Light in weight, rugged, 
and good for growing feet 


F all the shoes that 
your boy or girl 
wears, the ones for 

vacation are most impor- « 
tant. Foot troubles so often 
start then—frequently 
caused by the usual type 
of summer shoes which 
subject the growing foot 
to arch strain. 
No fear of that in these 
- Coward shoes. ‘Hidden 
from sight in their light, 
pliable leathers is a rigid 
ening, which 
protects the muscles of the 
foot from distortion. The 
sole is flexible and foot-easy. 


Very fine-looking shoes 
sah they are, too, in styles that 
~ boys and girls like. 


Coward 
Shoe 


270 Greenwicu St., New Yorx 
37 West 47TH St.. New Yorx 
West anp Mason Srts,, Boston 


Cyward Comfort Hour Every Thursday, 7:30 P. M.— WEAF 


_ 





Merchandise well displayed at top of advertisement 

and plainly identified as “Summer Camp Shoes.” 

No possibility of error here. + Type body set in 
short length lines, making it easy to read. 


1—Type styles and sizes, together with white space, 
serve in ad make-up exactly as voice inflection serves the 
speaker. Large type is a shout, huge type a yell, medium 
type a normal voice tone, small type a whisper. 

2—Very small type is to be avoided, because few peo- 
ple will strain their eyes to read advertising—and a sur- 
prising number of people have imperfect eyesight. 

3—The usual type in the newspaper columns is eight- 
point. You’ll readily see that to give ads easier visi- 
bility than the news columns, ten-point type is about as 
small as is practical. 

4—An ad with fewer items, set in easily-read type, will 
prove more productive than a “jammed” ad crowded with 
items in small type which few will pause to read. 

5—White space, judiciously used, is valuable in an ad 
because it increases visibility and readability. 

6—In laying out an ad, deal with “color masses,” allow- 
ing white space between various items or “blocks of 
color.” Strive to prevent your printer from spreading 
out your ad to fill all the allotted space evenly, causing 
it to become gray and monotonous, and harder to read. 

7—Avoid having the rules around your ad resemble all 
others in the paper. This is particularly true in the 
papers that use heavy black rules in almost every ad. 

8—Avoid long lines of small type. For example, lines 
of ten-point type should never be over two columns wide 
(about four inches) ; eight-point type should not be set 
much over one column wide. Even the common practice 
of “introductions” stretched across the page in eighteen- 
point type should be avoided, because hard to read. When 
a line of type makes you. feel you are turning your head 
to help your eyes, the line is too long for the type size. 

9—An easy way to judge the reading matter you can 
put in a certain space in a given size of type is to clip a 
few blocks of reading matter in various type sizes from 
the paper for ready reference. Your printer will be very 
glad to cooperate with you in marking the type sizes on 
your samples if you are uncertain. 

10—You should obtain from your printer samples of 
the type styles and sizes he has available. For years the 
writer used only “Caslon” type in his ads with satisfac- 
tory results. This was a department store. For the 
men’s ads he used “Cheltenham” type, which is a little 
bolder. These, or similar styles of type, are available 
in every composing room. 

11—Work horizontally and vertically in making lay- 
outs. That is, “up and down” and “straight across.” 
Trick ads that have rules set at off angles lose more in 
readability than they gain in attention-compelling value, 
usually. The printer seldom can set them up success- 
fully. And your ads are messages, not puzzles, for the 


_ public. 


12—General. ads should be arranged as carefully and 
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Efficient 


Compiled by the 


Retail Service Department 
of the 


Dry Goods Economist 


In a season of modernisn, both in 
color and design, there is noth- 
ing smarter for sports or 
afternoon than a pump of 
shantung —embroidered 
in gay-colored raffia or 
silk and banded in 
colored kidskin. 


13.30 


FOOTWEAR—THIRD FLOOR 





Sans « GOMPANY 
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Here the type has been set in a series of lines, each 

one slightly shorter than the one above, the effect 

being to draw the eye down to the price quoted at 
the bottom—almost as an arrow would. 
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Summer Shoes 
for every hour of the fashionable day 


Around the clock with the smart 
modern woman go shoes specifi-_ 
cally dedicated to definite types of 
costumes. These five might well 
form the basis of an exceedingly 


chic shoe wardrobe. 
SECOND FLOOR 


AFTERNOON—»s 
graceful shoe of white 
kidskin with cutout 
quarter. High heel. 

$14.75 


EVENING—a slender 
lizard gandal in silver, 
turquoise, orchid or 
gold. Plain high beel. 


INACTIVE SPORTS 
—a woven leather 
strap pump from 
abroad. $16.50 





GOLF—a McAfee Gil- TENNIS— ap English 
lie shoe with studded tennis oxford with 
leather soles. 27.50 lizard saddle. $10.75 





Lord & Taylor 


FIFTH AVENUE NEW YORK 














Plenty of white space around type and shoe draw- 

ings. The headline tells the story in two short 

lines, the second being in italic type to give it 
emphasis and set it off. 


merchandise lines grouped as systematically as they are 
arranged in your store. 

13—Don’t expect your printer to take a greater in- 
terest in your ads than you do. If you hand in care- 
lessly prepared copy, the compositor is not likely to care 
more than you do about how it is set up. He’s human. 

14—Never exaggerate. When you make a true state- 
ment that is unusual enough to cause the reader to 
doubt, be certain to explain carefully why the statement 
is true. Be very careful of superlatives at all times. 

15—Give clear, concise merchandise descriptions. Just 
think what you would tell the customer in the store about 

[TURN TO PAGE 83, PLEASE] 
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COLORFUL 


“Foundation 


IN 


Evening Slippers 


Proper Exploitation 
of Your Dyeing Service 
Will Bring Real Profts 


DILOR, today, is a tre- 
((‘menscus sales stimu- 

lant. It has crept into 
all sorts of merchandise to 
an almost unbelievable ex- 
tent. Even our kitchen 
utensils are now coming in 
colors and so rampant has 
color become in even these 
prosaic articles that the 
manufacturers are calling 
a meeting soon to adopt 
color standardization, so 
that the handle on the fry- 
ing pan will not clash with 
that on the egg beater— 
and so on. 

The vogue for color in 
footwear is creating a prob- 
lem constantly increasing in 
magnitude. A shoe may be 
perfect in pattern, fit and every other respect—but let it 
be of the wrong color and it becomes unsaleable. Keep- 
ing up with the color march is not easy; and when it 
comes to evening wear, where the rainbow scarcely holds 
sufficient hues and tints to gratify women’s predilection 
for color, the average retailer is up against it hard. 

A dance mad public, such as ours, is creating a new 
and ever broadening demand for dancing shoes—eve- 
ning shoes, the daintiest and prettiest merchandise in 
the shoe category. Yet it also brings this ever pressing 
question of color along with it. 

It is beyond the realm of economic safety for the 
average shoe merchant to try to stock evening slippers 
in every shade that may be demanded. He could study 
the color range in evening dresses for weeks and buy 
his evening slippers accordingly and still fail to satisfy 
the demands that will be made upon him. This is where 
his dyeing service, which enables him to cater to 
women’s color demands, and also turn an honest dollar 


Colored slipper display in the windows of Bon- 
wit Teller & Co., Philadelphia. 


or so for individualized ser- 
vice, comes in. 

Practically all the larger 
shoe stores and shoe depart- 
ments in department stores 
and specialty shops have in- 
stalled their own dyeing 
services and the practice is 
now extending to the small- 
er shops. The ease and 
simpleness with which a 
white satin or silk. shoe 
may be tinted any desired 
shade, or a metal brocade 
be brought into an exact 
match with a certain gown 
enable any retail shoe mer- 
chant to inaugurate this 
service. Only a relatively 
few stores, however, have 
properly exploited this ser- 
vice. One way in which it is done to good advantage is 
indicated in the reproduction of a folder recently mailed 
cut by the shoe department in the new Bonwit Teller & 
Company store in Philadelphia. The folder, printed in 
color, showed slippers dyed in forty different shades. 
This is by no means the limit of the color gamut in 
dyed slippers. Dye manufacturers are now selling to re- 
tail shoe stores complete color kits of either twenty-four 
or forty-eight colors. A little experimenting in mixing 
these colors will produce three or four times the origi 
nal number and reproduce any color that a woman could 
possibly desire. 

One of the large New York shoe departments carries 
three different types of plain white satin evening 
slippers in stock, and from these does 60 per cent of its 
entire evening slipper business, by the simple process 
of dyeing these white slippers to match any shade in a1 
evening gown—and charging the customer one dolla 
for the service, which nets a tremendously big profit as 
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not more than two cents’ worth of dye is used in the 
process and the only other cost is the labor charge, 
which depends, of course, upon the skill and speed of 
the person who does the dyeing. 


HEN a request for dyeing slippers is received, it 

usually calls for an exact matching of a gown ora 
bit of lace. The customer ordinarily submits a sample. 
The rest is up to the shoe department. With his kit of 
dye bottles before him, it is easy for the person doing the 
dyeing to mix a couple of colors together if an exact 
match in color in a stock dye is not available. The kits 
now being sold contain directions for mixing these 
colors, but actual experiment teaches a great deal. When 
an exact match is called for, every effort should be made 
to give it to the customer. Each successive coat of dye 
gives a shade or two darker. Some retailers make it a 
practice to advise an even darker shade for the shoe 
than for the dress as the foundation of the costume can 
stand the increased weight of color. 

One of the best tricks of the dye pot is that of tint- 
ing metal brocade shoes. The metal threads retain their 
original shade, while the silk parts of the brocade take 
the dye and thus give a two or three-tone effect, de- 
pending upon the colors that are used in the metal 
threads. 

Dyeing these tinsels or metal brocades offers no more 
difficulties than does the dyeing of plain satin slippers. 
The process is exactly the same and the multicolored 
effect lies in the inherent resistance of the metallic 
threads to the dye. 
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The dyeing itself is a simple process. Soft brushes, 
which come with the kits, are provided, and the veriest 
novice, with but little practice, is able to apply the color 
evenly. The dyes themselves are so made that they do 
not streak readily, and with a reasonable amount of 
care anyone can do a first class job with them. Of 
course, care must be used not to spot the inside of the 
shoe or carry the dye onto the sole, under the instep 
or inside the heel, if the latter is covered with leather. 


EAL success in dyeing slippers lies not so much in 
the actual dyeing itself as in the proper exploita- 
tion of the service. It is here that retail merchants 
have not made the most of their opportunities. Such 
exploitation as that being done by Bonwit Teller & 
Company and shown in the accompanying photographs 
of the window display and the mail advertisement, will 
go a long way toward building up a regular clientele 
in the dyeing of evening slippers. In addition to dyeing 
new slippers to match any shade, some retailers have 
built up a fairly profitable side line in dyeing used 
slippers to a darker tone. This can be done, although 
applying a new color over an old one is a bit more diffi- 
cult. A little experimental work along this line, how- 
ever, leads to proficiency that appears unattainable at 
first blush. 

With the summer dance season just beginning, when 
satin shoes to match the fluffy dance frocks will be in 
demand, the time is ripe for the alert dealer to inaugu- 
rate a dye service, if he has not already done so, or to 
properly exploit it if one is now in operation. 
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the bridesmaids’ 
frocks «+ orenids, 
violets, rose colors, 
yellows deep and pale, 
summer ues ana greens 
oe othe price 1250 yee l3.50 


The inside two pages of a folder issued by Bonwit Teller & Co. to show the wide range of col- 


ors possible in satin slippers. All shades and tints in the red, yellow, green and blue families 


were shown in actual color. 
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French Moderne a New Note 
In Store Design 


Shades and Tints Of Yellow, Orange, Vermilion and Blue Used In 
New Woodlawn Shop of O'Conner &° Goldberg, Chicago 


can modernism, or advanced cubist, as some call 

it, the firm of O’Conner & Goldberg in Chicago 
has struck a new note in the store recently opened at 
Sixty-third Street and Maryland Avenue, in the Wood- 
lawn section. 

The new Woodlawn shop, like the recently opened 
Mademoiselle Shop, was designed by Alexander Rinds- 
kopf in the manner of the French Moderne, a school in 
which high coloring is applied to designs which, al- 
though in eminently good taste, nevertheless border on 
the fantastic. 

The room is brilliantly lighted by four large fixtures 
of polished metal and etched glass and also by concealed 
lights around the cornice which are reflected from a 
polished metal grille. 

The carpet is ultramarine blue and the wall colors 
blend upward from the same blue to lavender. The 
ceiling is strontian yellow, as are the wall niches used 
for displaying merchandise. All display cases are lined 
with yellow and are brilliantly lighted. The drapes are 


B REAKING away from the present popular Ameri- 


cme 16, 1928 


orange vermilion velvet and the same color appears in 
the furniture and mirror frames. Each column is faced 
with four large mirrors and their reflections add to the 
brilliance of the room. 

The furniture was specially designed by Mr. Rinds 
kopf to conform to the spirit of the architecture and 
decoration. All seats are individual chairs, finished in 
orange vermilion and upholstered in golden tan leather. 
The four petit davenports are upholstered with fabric 
of modern design in gold and vermilion. At the far 
end of the room is a large mural panel done in the 
modern colorful manner on a silver background. This 
mural painting covers the entire end wall and is the 
piece de resistance of the room. 

O’Conner & Goldberg report that thousands of peo- 
ple have visited and admired the shop in the first few 
days after opening, and that the volume of business has 
exceeded all expectations. 

All of which goes to prove, this firm believes, that 
modern competition is expanding beyond the “price, 
quality and service” stage. 
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lowa Joins Northwestern 


Will Retain Autonomy, However, and Asks Regional Group to Meet 
ab ’ § 
in Des Moines; Merchants Urged to Mark-Up Shoes and 


Use Imagination in Merchandising 


é ALTER S. ARANT, 
president, as an efficient 
presiding officer, got 

the Eighteenth Annual Con- 

vention of Iowa shoe mer- 
chants under way Monday, 

June 18, at Des Moines, with 

some 66 registered and prob- 

ably a total attendance of 100 

merchants. 

President Benton of the 
Northwestern Shoe Retailers’ 
Association presented the re- 
gional plan, inviting the Iowa 
Association to join up. The 
Iowa group gave its approval 
Tuesday, but will retain its 
autonomy. Iowa, in agreeing 
not to hold a State conven- 
tion next year, invites the 


son, Carroll. 


Iowa Falls. 
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The following officers for the year 
1928 were elected at the 18th annual 
convention of the Iowa Shoe Retailers 
Association at Des Moines this week: 

President—A. J. Mullarky, Keokuk. 

First Vice-President — John Ander- 


Second Vice-President—Bert Lamb, 


Secretary-Treasurer—Ira L. Welch. 


Ernest Westberry of Iowa Falls and 
Frank Crapo of Des Moines were 
elected directors to serve with Arthur 
Erlund, a holdover from last year. 


Hint =—sesF>>F eonstructive service to the 


merchants individually and 
collectively, he said. 

At Tuesday’s session Ar- 
thur H. Brayton, managing 
editor of the Dry Goods Mer- 
chants Trade Journal, re- 
viewed lIowa’s' return to 
prosperity during the past 
ten years by showing that 
money borrowed from _ the 
Federal Reserve by Iowa 
banks had gradually been re- 
duced since 1920 from $98,- 
000,000 to less than $4,000,- 
000 for this year. Since the 
standard of living is the 
highest in history, he de- 
clared, it behooves the mer- 
chants not only to talk and 
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Northwestern, composed of 

Minnesota, North and South 

Dakota, Iowa and Nebraska, to bring its convention to 
Des Moines, which President Benton gave assurances 
would likely result. He was joined in this opinion by 
spokesmen for Iowa, who argued that a larger attend- 
ance of merchants would thus result. 

Secretary Stone, of the National Shoe Retailers’ As- 
sociation, was the headliner at both the Monday and 
Tuesday sessions, urging upon his hearers that since 
this is a day and age of organization, merchants 
through organization and cooperation can accomplish 
greater things. He expects to bring closer together 
manufacturers, travelers and merchants for greater 
unity of action when necessary. In his talk on Monday 
he urged merchants to mark up their shoes to insure 
profits. This resulted in his being called upon Tuesday 
to again review the subject for the larger attendance. 
He said: 

“I am surprised, during my travels around the coun- 
try; to find how many merchants have endeavored to 
maintain their former retail prices by absorbing addi- 
tional costs. Chain stores have advanced their prices, 
for they know quality, after all, is the sound founda- 
tion. No business can succeed and render service 
without profit, for it is the one reward of success and 
progress.” 

Asked by Roy Stevens, a former director of the 
National Association’s policy regarding the publication 
of National Footwear and the next convention, Secre- 
tary Stone said that all such matters will likely be 
taken up by the directors at the July meeting in Boston, 
and that meanwhile he had an open mind regarding 
National Footwear and that for the next convention 
there must be a program that will benefit the largest 
possible number of merchants. The National is to be 


know what they sell, but that 
selling and salesmanship 
Were never so important as they are today in modern 
merchandising. 

Of the national income of $90,000,000,000, $40,000,- 
600,000 were spent at retail, of which the independent 
merchants got 63 per cent last year, whereas in 1923 
they did 66 per cent, while chain stores in that year did 
8 per cent compared with 12 per cent last year. 

Since this is a selling age and not a buying age, the 
alert merchant must remember, first, that the public 
does not automatically seek quality, but must be shown 
why it is to its advantage to buy quality; second, that 
the public does not know the difference between price 
and value, but must be shown the difference; third, that 
the public does not always know what it wants, but must 
be shown the style and trend and the advantage of 
buying from you; fourth, that the public will not auto- 
matically seek what it is not continually reminded of, 
and this presentation must be from the buyer’s point 
of view. 

In urging merchants to work their imaginations over- 
time instead of their memories of past accomplish- 
ments, he stressed the importance of the merchant 
knowing thoroughly his own business and of passing 
his knowledge on to those training under him. 

Wednesday’s final session had for its feature the 
ways whereby the merchant can increase home patron- 
age through the cooperation of newspaper editorial 
pages and merchants’ local advertising, outlined by R. 
E. Shannon, who spoke on “Human Interest and Adver- 
tising as the Merchants Do It in Our Town.” 

The usual style show was eliminated this year, but 
the grand finale was the banquet, over which Carl En- 
glin of Stillwater, Minn., again presided Wednesday 
evening. 
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Controlled [nventory e Means 


Controlled P rofits 


[CONTINUED FROM PAGE 44] 


departments. It is obvious that even in men’s shoes 
there are several different groups, such as dress, work 
and sport footwear. In the Berberich store there are 
twelve separate groups in the women’s, six in the men’s 
and two in the children’s to take care of the various 
natural divisions. Hosiery, of course, comes in for its 
own sheet, too. 

Shoes are bought by the pair, sold by the pair, and 
kept in pairs on the shelves, so why isn’t it logical to 
trace their movements in the store by pairs? So all 
figures shown in the accompanying chart represent 
pairs and not dollars. 

The graph at the top of the chart illustrates the esti- 


mated number of pairs that should be on hand for the © 


year. This particular department in women’s shoes is 
shown because it had too many pairs for the amount 
sold. These figures tell how the trade in this group 
was maintained throughout the year, but with a de- 
cided decrease in the inventoried number of pairs. 

Under the heading of “Estimated Budget Program,” 
the only actual figure is the number of pairs on hand 
as of Jan. 1, 1928. The balance of the figures under 
this heading are estimates based on the previous year’s 
records and allow for the gradual, steady increase in 
sales, which is usually figured at 10 per cent. 

In the lines numbered from 1 to 5 the figures are self- 
evident, but possibly a bit of explanation is needed on 
lines 6 and 7. Line 6 represents the cumulative turn- 
over for the year, figured month by month, while line 7 
is just for the last half of 
the year. To get the rate 
of turnover, add pairs on 
hand beginning each month 
for six months, then divide 


show a much larger increase than our original esti- 
mate. In other words, the selling regulates the buying, 
which is a vast improvement over the old haphazard 
Way.” 

As lines 8 to 12 represent the “Actual Experience,” 
they necessarily vary from the estimated budget. Again 
the method of obtaining these figures is so obvious tha! 
explanation is unnecessary. Note that the figures in 
this group are cumulative; that is, while line 13 for 
January is taken from line 2 for January, the total fo 
February is the total of January and February, line 2, 
while for March it is the cumulative total of January, 
February and March, and so on. This same rule holds 
true on lines 14, 15 and 16. 

Now, for reconciling the estimated to the actual ex- 
periences it is necessary to have the information con- 
tained in lines 18 to 22. Lines 13 and 14 are the cumu- 
lative figures of lines 2 and 9, while line 15 is the dif- 
ference between these two. 

The reason for line 16 being different from line 15 
is this—this store is shooting at a three-time stock 
turn for the year, so if the stock is to be turned 
three times a year it must turn once in each four 
months. To get this average, divide the result of line 
15 (which is 23 in January) by four (the figure neces- 
sary to estimate a three-time turnover), which in this 
particular case, as shown in line 16, is plus six. 

The result of line 16 added to line 17 gives the cor- 
rected allowance shown in line 18. Now subtract the 

pairs actually on hand 
(line 19) which, taken 
from line 12 (1989 pairs), 
gives a minus seventeen 


They Want £0 K now pairs. By adding this sum 


on line 20 to the figures on 
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by six to get the average. 
Double the sales for six 
months to get yearly aver- 
age. Divide sales by aver- 
age pairs on hand to get 
turnover. It will be noted 
that the turnover increases 
as the number of pairs on 
hand decreases; also that 
the decrease in pairs does 
not tend to lessen the sales, 
proving that more business 
can be had on fewer pairs 
if the buying is done with 
due regard to the real need 
of the store. 

On this score one inter- 
esting high spot looms out, 
according to Mr. Berbe- 
rich: 

“The only thing that can. 
make me buy more pairs 
than the budget calls for is 
the fact that the sales may 


Merchants ask us where to buy shoes and 

other store merchandise. In this space we 

list the following typical inquiries: 

H-1194 Wants women’s pumps, straps, and ties at 
$1.50; snappy novelties at $2; men’s patent 
oxfords to retail $3 and $3.50. 


H-1195 ‘Wants snappy line of men’s shoes, with 
wide range of patterns, to retail $5. 


H-1196 Wants men’s shoes to retail $3.50; women’s 
shoes to retail $3 and $3.50; boys’ shoes 
to retail $2.45. 

H-1197 Wants women’s novelties to retail $4, $5, 


H-1198 Wants women’s cowboy boots. 

H-1199 Wants men’s shoes to retail $5 and $6. 

H-1200 Wants woven leather strap sandals for 
sport wear to retail $5.95 or less. 


H-1201 Wants women’s novelties in silver and iri- 
descent kid at popular prices. 
Interested parties may have names on 
request to Information Department, Boot 
and Shoe Recorder, 207 South St., Boston, 
Mass, 


line 21 brought down from 
line 4 (the latter being 
next month’s purchases) 
the corrected purchases for 
the next month on line 22 
are shown. 

Going back to line 20. 
This is in reality an “‘over- 
age,” but is considered as 
minus, as it means that 
seventeen more pairs may 
be bought in February 
than the estimated budget 
allows, so instead of keep- 
ing to the 200-pair allow- 
ance the buyer is _ per- 
mitted to buy seventeen 
pairs more, or a total of 
217 pairs. 

The big idea is to reduce 
stock by controlling it, -o 
that more shoes may be 
sold right. 
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LUXITE Lightweight Calf is a prime 
favorite in the fashioning of exquisite 
; . feminine footwear, for it possesses all the 
es on , ™ \ style and color qualities for the success- 
~ ful merchandising of shoes that please 
from : ~ the eye, hold their shape, 
as well: 
yaa Lustre—a_ lovely 
ases ) silky softness. 


Daintiness—its delicate tones can 
be kept fresh and dainty, for soap 
and water remove soiling or stains. 
Specify LUXITE Washable Calf to 
your manufacturer, either for all 
over pattern or in two tones or 
combination trim. 
We will supply color swatches 
for making your selections. 


“The Story of Leather’’ free 
on request. 


and wear 


iridescent sheen— 
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Mr. Independent Retailer... 


NE sure way to win out against features—as evidenced by three of 

large chain store competition is the fast-selling Top Notch good- 
to feature specialties and distinctive profit specialties on the opposite page. 
brands that give individuality to your 
store. You can make your full profit 
because competition is not “cutting 
them to death.” 


Both the merchandise and our selling 
policy are made to fit your needs. 


Prompt service is assured from our 


Top Notch Canvas Rubber Sole Foot- seven branches. Write to the branch 
wear meets this test. No other brand nearest you for sample pairs of 
has so many distinctive exclusive Cleeto, Grip Sure or Camper. 


BEACON FALLS RUBBER SHOE COMPANY 


Makers of Top Notch Rubber and Canvas Rubber Sole Footwear 


Beacon Falls Connecticut 


241 Congress St. 208 So. Jefferson St. 106 Duane Street 926 Broadway 
BOSTON, MASS, CHICAGO, ILL. NEW YORK, N. Y. KANSAS CITY, MO. 


426 Second Avenue, North 530 Howard Street 1152 Penn Avenue 
MINNEAPOLIS, MINN. SAN FRANCISCO, CALIF. PITTSBURGH, PA. 


‘TOP NOTCH 


A GUARANTEE OF SERVICE 








16, 1928 





SERIE 


HAH ¢ 
a 


MO. 





June 16, 1928 BOOT AND SHOE RECORDEER 





57 











































Handbook, etc. 


Made in grey, white 


ming to harmonize. 


Sizes 
Men’s Cleeto ...... 6 -12 
BOYS’ CLEETO .. 2%- 6 
Youths’ Cleeto .... 11 -2 


No Shoe can take the 
place of GRIP SURE 


The best all-around sports shoes—in spring 
for baseball and all outdoor sports, in sum- 
mer for camping and hiking, in fall as a 
school shoe, in winter for basketball and 
gym work. The patented suction cup soles 
are an exclusive Grip Sure feature. 


Sizes Price 
Men’s Grip Sure ........... 6 -ll $2.35 
BOYS’ GRIP SURE ........ 2%- 6 2.20 
Youths’ Grip Sure .......... 12- 2 2.10 





Top Notch CAMPER 


A new shoe, made in grey or tan duck. 
Combines style with sturdiness. Grey shoe 
is trimmed in grey, with grey toe snubber 
and grey sole. Tan duck shoe is tan trimmed 
with grey toe snubber and light colored sole 
to match. 


Sizes Price 
Men’s Camper ............. 6 -12 $1.20 
BOYS’ CAMPER ........... 2%- 6 1.10 
OE, SIE on90:5 000 201005 ll -2 1.00 





Top Notch CLEETO 


This illustration is from one 
of the advertisements featur- 
ing the Cleeto in American 
Boy, Boys’ Life, Boy Scout 


The Cleeto is this season’s 
sensation! The new Top Notch 
cleated sole (Design Pat. Ap- 
plied For) is absolutely dis- 
tinctive. With it you can meet 
the demand for a strong, dura- 
ble outdoor shoe, suitable for 
all sports, at a medium price. 
and 
brown, with soles and trim- 


Price 
$1.50 
1.35 
1.25 
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The trade mark There is only one line of 


OX Fins ; 
Desumith, Sandala, 4, genuine 
is registered in the U. S. Pat. DL Y A L/ , Deauith, Sandala, 


Office, as the property of the 
Goto Siwrer ComPANny. 


The use of the name Deaumith, Sandala, or any con- 


flicting therewith, on footwear other than that of the GOLO 


and the genuine always bears 
our stamp. 


SLIPPER COMPANY, is a violation of our rights. It is our 
purpose to protect these rights to the fullest extent of the law. 


INSIST ALWAYS ON THE ORIGINAL AND GENUINE— 
THE PRODUCT OF 


GOLO SLIPPER COMPANY 


MAIN OFFICE BRANCH SALES OFFICE 
129 DUANE ST., NEW YORK 1634-1635 REPUBLIC BLDG., CHICAGO 


PTT 








SHOES “IN STOCK” 


RMHOE manufacturers who carry an “In Stock” Department 
have found TUFSKIM to satisfactorily meet their every 

SOCK LINING or HEEL PAD requirement. The result 

is that to this class of trade TUFSKIM sales are constantly in- 


creasing. 


The use of TUFSKIM fully allows for the maintenance of quality 
and materially cuts your shoe cost, thus releasing a part of your 


working capital now tied in finished stock. 


RESPRO Inc. 


PROVIDENCE, RHODE ISLAND, U.S.A. 


























ETL 


—-- 
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HERE IS AN OXFORD 


Style No. B5568 


IN 
STOCK 


B-C-D and E Widths 


Genuine Australian Kangaroo Arch Support Oxford at $4.60 


Same in Blucher High Shoe 
Style No. B568 


Made by 


Davies Shoe Manufacturing Co. 


RACINE, WIS. 
U.S.A. 


Distributors: 


State of Maine Northern New York & Vermont Seutheastern Indiana State of Michigan 
BRAMHALL & CLARK, INC. E. G. MOORE CO., INC. Cc. A. STANTON’S SONS (except Detroit) 
Bangor, Maine Plattsburg, N. Y. Madison, Indiana W. H. TOMLINSON & CO. 
Bay City, Mich 
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Boys’ and children’s BEARFOOT 
soles with special non-marking re- 
| inforced toe are designed to give 
Added Wear ‘, Ps | maximum service at reasonable cost. 
Where : 
the Wear 
Comes 


The “scuff-resister” tip eliminates 
toe troubles due to ripping, stub- 
bing, pulling away and concentrated 
wear from sole-destroying scooters. 


Service proportionate to the toe 
wear has been built into the ball of 
the boys’ 11 iron, youths’ 11 iron, 
gents’ 10 iron and misses’ and 
child’s 9 iron BEARFOOT soles. 








* * * xX 


Infants, Children and Misses. WEARFOOT, the play sole, is just a 
Heel attached to infant’s and child’s year old this month. In 12 months of 
| widespread use not a pair has been re- 

turned as unsatisfactory. What further 
proof as to its genuine merit is necessary. 


We shall gladly furnish samples of 
BEARFOOT and WEARFOOT for For more service at less cost specify 


test purposes these soles for juvenile shoes. 














FACTORY AND WAREHOUSE SALES OFFICE AND WAREHOUSE 
The Bearfoot Sole Co., Inc. Akron, Ohio 178 Lincoln Street, Boston, Mass. 
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12, 


Itsa Merriam‘ Nature Form’ Sho 
with Gold Spot Spartan Sole 


Better customers .. . better profits . . « Merriam “Nature Form”’ 


Shoes bring them to you! 4 These shoes wear longer, let feet grow 
naturally, and need no breaking-in. Soles give more traction and 
are damp-proof. Each shoe is stylish. WELTS are genuine 
GOODYEAR. Prices are the kind you have been looking for. 
{ You can learn more about the money-making value of Merriam 
“Nature Form” by writing for a stock catalog and sample pair. 
There’s no obligation. 


Note these Styles and Prices 





Ritz Tie 
Buddy Oxford 


$%-6, C, D, E......... $848 
8%-12, B, C, D, E...... 298 























H.W. MERRIAM SHOE COMPANY, NEWTON, N. J. 
Cradle to College Shoes 
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**Too many cooks 
spoil the broth”— 


“Too many brands reduce your profits! 


Selling many brands of similar shoes means a smaller turnover on a larger invest- 
ment—a lack of completeness in any one line, and a limited purchase of needed 
new styles. Sales work is complicated, customers confused—while a top-heavy 
stock of odds and ends accumulates for costly mark-downs! 


The logical answer is to sell but one brand in each field. And in the field of 
canvas sport shoes the success of Keds has proved this answer both logical and true. 


Here’s why “Keds” 
mean “sales” 


1. Keds’ 135 wholesale distribution outlets, 
scattered the country over, offer the finest 
manufacturer-to-dealer service obtainable on 
any canvas rubber-soled shoe. 


2. Keds offer the most complete line of can- 
vas rubber-soled shoes. . There’s a type of 
Keds for every purse and purpose. 


3. More people ask for Keds than for any 
other canvas rubber-soled shoe. 


4. Since Keds are worn by more people 
than any other canvas rubber-soled shoe 
the repeat-order business is exceptionally large. 


5. Keds’ consumer-known value, plus Keds’ 
many advertising helps, are giving thousands 


of dealers a clean-cut, profitable business. K i 


REG. U.S PAT. OFF. 


MADE ONLY BY 


“THE CONQUEST” 
This Keds model with vulcanized crepe sole 
gives sure grip and wonderful wear. White 
or brown lace-to-toe style—white or brown 
with black trim—gray with gray trim. 


United States @ Rubber Company 





Som asxraonto 


epe sole 

White 
r¢ brown 
n. 


‘Timely 
‘Tips 


on Lennis 


Selling 
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Shoe Buyer F. W. Beagle of Cohn Brothers, Jacksonville, Fla., be- 
lieves in good canvas shoe trims. Here is a prize winning Keds win- 
dow. A green grass rug, and tennis net background, with racquets 
and balls gives the window a realistic atmosphere. 


“The Helen 


Wills” eye shades on the figures make an extra buying appeal 


ENNIS time is here. Please tell your customers 
/ that Tennis shoes make the game—a saying 

which is just as true as the adage “Clothes make 
the man.” Professional tennis players are alert to the 
necessity of having a light weight rubber soled canvas 
shoe of good quality if they would be winners. The 
crépe rubber soled type is a favorite. “Selecting a light 
weight canvas shoe is very important for tennis,” says 
Mary K. Browne, world-famous woman athlete, who be- 
lieves in being properly shod for sports. She also ad- 
vises tennis players not to buy shoes that are too long, 
as they allow the foot to slip backward and forward and 
cause blisters. Mary Browne now buys her tennis shoes 
half a size shorter than formerly; she likes tennis shoes 
that fit closely at the heels and toes, but shoes that are 
“roomy” as to width. This authority on tennis also 
prefers silk and lisle hosiery, with a short, light weight 
wool over-seck extending to the ankle. Hosiery for 
tennis may profitably be displayed with tennis shoes. 
Suzanne Lenglen, international tennis star and gener- 
ally admitted to have the best tennis wardrobe in the 
world, wears the lightest weight and best quality can- 
vas shoes obtainable in her game. She chooses a smooth 
rubber sole for play on hard surfaces, as there is no 
chance of slipping on a wood or canvas or cement court; 
she wears a crépe rubber sole for play on the turf. Her 
shoes, like her sleeveless silk 
dress with pleated skirt, are 
white. 


CJ~ HE above discussion may 

furnish to the merchandiser 
of canvas rubber soled footwear 
some “talking tips” for his “silent 
salesmen”—windows and window 
cards—as well as for his boys at 
the fitting stool. An attractive 
card with a sports motif placed 
beside your canvas rubber soled 
shoes might read: “For Tennis, 
and Other Outdoor Sports, Wear 
Canvas.” Or, “For baseball, play- 
ground and general outdoor rec- 


One of the colorful new models in a red 

and white bathing shoe with wedge heel 

and pebbled white sole, made by The 

Hood Rubber Products Co., Inc., Water- 
town; Mass. 


reational wear, canvas rubber soled shoes give foot 
lightness, service and comfort at popular prices. Come 
in and let us show you these and other new quality can- 
vas patterns. An inspection of our stock does not in 
any way obligate you to buy.” Another card might 
read: “Tennis professionals indorse canvas rubber 
soled shoes of good quality. Wear these good quality 
light weight and cool canvas rubber soled shoes for 
tennis, and improve your game.” 


HY not try a tennis shoe window? The trim 

shown herewith might be readapted. A stand 
containing flowers, or a display of one white canvas 
rubber soled shoe with tennis hosiery, including the 
new wool over-socks with colorful tops, might be used 
instead of the figures. Cohn Brothers conduct a depart- 
ment store—and one of the Jargest and best in the 
South at that—and so Display Manager Walter R. Lan- 
taff made use of the wax forms shown here. An ex- 
clusive retail shoe store could, however, use nets, 
racquets and balls. And don’t forget the green grass 
rug on which white canvas shoes, for tennis or for 
other outdoor games, show so attractively. It might 
also pay to encourage a summer tennis tournament in 
your town between a local team and that of a team in a 
nearby town, with prizes of a silver cup for the sea- 
son’s champions and a pair or 
two of the best quality white can- 
vas rubber soled shoes and ho- 
siery, including over-socks, for 
each weekly game. This tourna- 
ment should be well advertised in 
the newspapers of the city or the 
town; or nearby cities, and the 
cup itself displayed, with the mer- 
chandise to be awarded for skill 
in tennis plays, in the store win- 
dows. This is an “at-once” 
proposition, as the tennis season 
is already well “on.” Field days 
have been in the past success- 
fully conducted by a group of 
merchants in Springfield, Mass, 
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If you appreciate Fit — 


IN STOCK 


Three eyelet tie, 309 (combination) 
last, 14/8 covered Cuban heel. Good- 
year Welt, Built-in steel arch support- 
ing shank. 


Style R1704—Black Glazed Kid with 
a black ooze trim. $5.75. 


Style R1705—Patent Leather, black 
ooze trim. $5.75. 


Style R1706—Burnt Oak Kid. $6.50. 
IN STOCK 
Widths AAAA to EEE. Sizes 2% up. 
A to E, size 1 up. 


you will be sure to appreciate our 


three eyelet tie. . 


Here is one of the sweetest fitters in 


the Wilbur Coon line. 


The vamp length is just right; no 
biting at the throat. 


The vamps are winged high; no un- 
comfortable seams to press on the 


joint. 


The quarters snug up to the foot as 
if they grew there, and most impor- 
tant of all the pattern is so care- 
fully graded that a size eleven 
AAAA fits as perfectly as a five 
B or C. 


The numbers listed are on the floor 
in quantities. Your order will be 


filled upon receipt. 


I~ 37 Canal St., Rochester, N. Y. 


Chicago Office: 189 W. Madison St. 





June 16, 1928 
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WHo’s WHO ON THE ROAD 








Pacific Coast Boys Receive 100 Per Cent Co-operation from 
California Retail Shoe Merchants at Recent “Meet.” 
Next Far West “Get-Together” at Seattle, June Yd eA 


\ P. CRUSE, sales manager for 

« the Hand Made Shoe Company 
at Chippewa Falls, Wis., and Mrs. 
Clara Chisholm of that city have mar- 
ried and are East on a wedding trip.— 
(UTPS). 


N AZ s 

B RI N- 

GARDNER, well 

known to the 

shoe trade of the 

Middle West, is 

now sales man- 

ager of the Riley 

Shoe Mfg. Co., 

and assistant to 

: General Manager 

Wade Kennedy. 

Mr. Bringardner 

was formerly one 

: of the salesmen 

“. P. Bringardner for the Rile y 

Shoe Co. He has a thorough knowl- 

edge of shoe manufacturing and mer- 

chandising. Charles O’Donnell, for- 

merly with the Dunbar Pattern Co., 

and with a fund of knowledge and ex- 

perience of “What’s What” in_ shoe 

construction and styling is in charge 

of the Riley designing; Mr. O’Donnell 

will also assist in the manufacturing 
end of the business. 


RT LUFT, who 

for the past 
nine years has rep- 
resented the Ault- 
Williamson Shoe 
Co., in the North- 
west, has recently 
succeeded J. R. 
Baugh, who for 
several years sold 
the Roberts, John- 
son & Rand shoes 
of the _ Interna- 
tional Shoe Co. in 
the Twin Cities, 
and who recently 
resigned. Mr. Luft is one of the “live- 
wires” in his section of the country 
and has a fine following, who regard 
him as a good merchandising coun- 
sellor. He has opened offices and dis- 
play rooms at 309 Palace Building, 
Minneapolis. 


Art Luft 


CHARLES CHISLER has recently 
made connections with The Colum- 
bus Shoe Co., makers of children’s 
shoes, and will sell this line in Pitts- 
burgh and western Pennsylvania.— 
(UTPS). 


HELEN M. HANEY 


EORGE McQUEEN has recently 

been appointed Chicago-and-vicin- 
ity representative for the Columbus 
Shoe Co. This house, which makes 
children’s shoes, has been gradually 
expanding its force of salesmen, and 
will soon place additional men to cover 
other territories —(UTPS). 


AACUREALALAsbentU AR SMANREPN 404s D000 


EXCERPTS FROM “PROVERBS 
OF OPPORTUNITY” 
(Copyrighted June 12, 1922) 
(By W. M. Sloan of the McElroy- 
Sloan Shoe Co.) 
Opportunity knocks once at all 
doors, but seldom enters the 

knockers’ door. 

If you fill your job so full that 
it won’t hold you, opportunity is 
sure to lift you higher. 

Opportunity stands at your 
door, but never says “Good Morn- 
ing” unless you are on your way 
to work. 

The indifferent man curses his 
luck while the earnest fellow 
elopes with opportunity. 

Initiative and opportunity are 
ancient pals. 

Opportunity is as old as the 
ages, but she carries in her hand 
the elixir of youth. 

Opportunity is not fickle, she 
simply avoids the fickle. 

Opportunity is right under 
your feet, but you must move 
your feet rapidly to find her. 
Energy, industry and thrift are 
twin sisters to opportunity. 

Opportunity stalks beside the 
pathway of the workers. 








CONGRATULATIONS TO 
PACIFIC COAST BOYS 


The Pacific Coast Shoe Travel- 
ers Association was prominently 
identified with the Pacific Coast 
Shoe Retailers Association con- 
vention, which was held in Los 
Angeles during the first week of 
this month. President Clarke 
Browning and his co-workers 
were highly complimented by the 
merchants on their good work for 
the members of the California 
Shoe Retailers Association, and 
were assured of the 100 per cent 
cooperation of the members of 
this organization. 

















JAMES CLARK, formerly connected 
with the Converse Rubber Co., has 
recently joined the salesforce ef the 
Diamond Rubber Co. Mr. Clark has 
had a broad experience in the selling 
and merchandising of rubber footwear. 


ARRY 0O. 
WINSLOW, 
the well known 
representative of 
the W. L. Douglas 
Shoe Co., is now 
covering his ac- 
counts on the Pa- 
cific Coast for his 
house. Harry has 
traveled this sec- 
tion of the country 
for years. At one 
time he was an 
auditor for the W. 
L. Douglas Co.’s 
retail stores. He installed buying, 
selling and stock records. He is one 
of the most successful salesmen on the 
Pacific Coast, and sells a large volume 
of footwear each year. One of the 
reasons why Harry is such a good busi- 
ness man is because he has a splendid 
personality and knows how to smile. 
He is assisted in the Northwest by a 
Mr. Borton, who is a thorough shoe 
man and well acquainted with the re- 
quirements of the merchants in that 
section. 


Harry O. Winslow 


EORGE M. D. POSEY, prominent 

shoe traveler of the Northwest, for 
many years representing the old for- 
mer firm of Johnson Bros. Shoe Co. of 
Hallowell, and for the past year the 
A. H. Berry Shoe Co.’s line, has re- 
cently made arrangements to represent 
the Ault-Williamson Shoe Co. in Min- 
nesota, and the two Dakotas. Mr. 
Posey is well known to his many 
friends in the trade as a_ writer 
of prose and poetry. Two of his most 
interesting brochures are _ entitled— 
“The Paths of Glory,” and “The Ex- 
emplary American,” the latter work 
dedicated to Theodore Roosevelt.— 
UTPS. 


RANK B. WALLEN recently 

formed a sales connection with the 
Julian & Kokenge Company and is 
now making his headquarters in the 
Bush Terminal Building, New York. 
Mr. Wallen is now showing the J & K 
line in Greater New York. 
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no soft jobs 


but we do have a real opening for a man who knows 
retailing and tackles his work every morning as eagerly 
as he tackles his eggs and bacon. 

Perhaps you are doing well in a salaried position, but 
not as well as you might be because circumstances be- 
yond your control are holding you back. 


In the J. C. Penney Company you will have no such 
handicap. Here, to an unusual degree, you control the 
&itcumstances, you determine the speed and limits of 
your own advancement. 


We engage only men who in our opinion will do so 
well here that they can be admitted to co-partnership. 
On this basis, naturally, we give our men every chance 
to push ahead to prosperity and independence. 


We start you as a retail salesman at a good salary in 
one of our 954 department stores. Your manager has 
the responsibility of developing every ounce of your abil- 
ity—in order that you may go out to manage a store. 


Through our business training course you learn the 
principles and methods which we have spent twenty-six 
years in learning. There is also a course in the se 
tion of advertising. We help you in every possible way. 

When you are ready, your opportunity is ready—step 
up and take it. As a manager you will have not one 
but three incomes: (1) a good salary; (2) a substantial 
share in the profits of your store; (3) an opportunity to 
share in the profits of a/ our stores. 

We are exacting, but do not ask the impossible. 
We seek no finished products and play no favorites. 
Your record has to be good before we can employ you 
—but once you join us you have a clear road. Already 
the largest chain of department stores, with cash sales 
last year of $151,954,620, we are expanding at the rate 
of more than 100 new stores every year. This is why 
we need new managers coming up all the time. 


Character, industry, a real interest in your own future 
—you must have these. Also retail moe experience in 
men’s wear, drygoods or shoes; age 25 to 35; a good gen- 
eral education. Confidential correspondence is invited. 
In your first letter give your age and experience and ask 
for our booklet, ‘Your Next Ten Years.” Address our 
cearest office. 


The J. C. PENNEY Co. 


330 West 34th St. Russ Bldg. 1010 Pine St. 
New York City San Francisco, Calif. St. Louis, Mo. 
Room 1502-L Room 1323 Room 1049-L 
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oe OU know my mirror doesn’t show that tired 

look since I enjoy smooth, effortless walking 
on I.T.S. rubber heels. A springy heel that adds snap 
to each step and style to my prettiest pumps. 1.T-S. 
Super-Quality heels are my choice from now on.” 
Real comfort, neat appearance, long wear, perfect 
satisfaction,—that’s why. 


The Special 1.T.S. square nails which do not split wood lift 
allow same holes to be used any number of times, assuring 
always tight neat fit. 


Service every shoe 
with only 20 sizes. 


Guarantee: 
Satisfactory wear 
or a new pair. 


THE I.T.S. COMPANY, ELYRIA, O. 


yuper-Quality 


Americas Best VDitting, 


ww RUBBER HEELS 


Have Your Heels Straightened. Your Shoes Will 
Wear Longer. 








—_— a 


SalMnet® 80 MS 8 ho eK wm wor emer 
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M SWANTON of Rochester, N. Y., 
for twenty years with A. M. Creigh- 
ton, has recently joined the salesforce 
of Abbott-Armstrong,: Inc., successors 
to A. M. Creighton, and will cover the 
Southland, trom St. Louis to the Gulf 
of Mexico. This territory is Tom’s 
“old stamping ground;” he knows every 
retail shoe merchant in Dixie, and their 
requirements, as well. He was one of 
“the oldest men” on the road for the 
House of Creighton, not in years, nor 
in ideas, but in service. He will con- 
tinue to act as merchandising counsel 
to his many friend-customers. Mr. 
Swanton will carry the women’s pop- 
ular-priced shoes of the Abbott-Arm- 
strong, Inc., line, as well as its Arch- 
Life shoes. He will leave New Eng- 
land for his territory about July 15, 
and in the meantime he has been work- 
ing with Stylist Douglas Armstrong 
incorporating many new lasts and pat- 
terns in the line. Tom says that the 
demand for feature footwear is grow- 
ing stronger all the time. He will be 
among those showing The Abbott- 
Armstrong, Inc., line at the Boston 
Shoe and Leather Fair. 


—— J. HIGGINS, who for a num- 
ber of years has represented A. M. 
Creighton in Philadelphia, Baltimore, 
Washington, Virginia and West Vir- 
ginia, has recently made connections 
with the successors to Creighton-The 
Abbott-Armstrong, Inc., and will cover 
all of his old territory, with the excep- 
tion of Eastern Pennsylvania. Mr. 
Higgins has been in Boston during the 
past few weeks, looking over the new 
line, and giving valuable suggestions 
as to the addition of many new lasts 
and patterns. John Higgins, like Tom 
Swanton, is enthusiastic over his new 
connection. He stated that practically 
all of the old Creighton outfit are on 
the salesforce, and that he and Tom 
Swanton are also enthused because 
they know that the new organization 
will work “wonderfully well” together. 
The Boston office of The Abbott-Arm- 
strong, Inc., will be located at the for- 
mer A. M. Creighton headquarters in 
“The Hub,” 215 Essex Street. 


Te Thomas G. Plant Corporation 
has recently held one of its most 
interesting “get-togethers” and sales- 
men are now in their territories. Mer- 
chandising problems were thoroughly 
discussed and plans devised for greater 
service to retail shoe merchants, par- 
ticularly in helping them establish a 
more profitable contact with an exact- 
ing public. The new fashions for au- 
tumn, the relation of stock to turnover, 
the complete understanding of the re- 
tail shoe merchant’s viewpoint—all 
were brought out at a “get-together,” 
termed by Thomas G. Plant Corpora- 
tion’s executives “the most interesting 
discussions by experts on fashion, mer- 
chandising, and retail store methods. 
The company wants you to make money 
on ‘Queen Quality Shoes,’ reads a re- 
cent letter sent to the trade announc- 
ing the coming of its traveling repre- 
sentatives. If we can do that for you, 
all the rest—our profits—will take care 
of themselves. Big things have been 
accomplished in the reorganization of 
the Queen Quality business, but bigger, 
far bigger, things for you are in the 
making this season.” 








TWO PALS FROM “THE 
PACIFIC” 


Ben Solnit Harry Shapiro 
These two good shoe salesmen 
of the Pacific Coast operate the 
Solnit & Shapiro Shoe Co., and 
showed their complete line of 
men’s, women’s and children’s 
popular-priced shoes at Room 223, 
Los Angeles Biltmore, during the 
annual convention of the Califor- 
nia Shoe Retailers Association. 











RANK HIGGINS, who sells shoes 
for the Bell chain of factories in 
Maine, started from New England re- 
cently on a trip through the South. 





THE BILLYKID 
WEARS 


This is one occasion when the 
merchandising manager is not 
the “goat.” Dan Honig, who 
holds the position of style im- 
presario for McElroy-Sloan Shoe 
Co. in St. Louis, is here shown 
with someone else’s goat. The 
picture reveals Dan with the 
official mascot of the “Good-Will” 
Tour through Kansas arranged 
by the Sales-Managers Bureau of 
the St. Louis Chamber of Com- 
merce. Thirty of the principal 
cities in Kansas were visited dur- 
ing the five days’ trip. The fol- 
lowing three salesmen for the 
company went over their terri- 
tories with Honig: A. E. Tim- 
paine, Irvan Hatfield and R. L. 
Rice, the three men covering Kan- 
sas for McElroy-Sloan Shoe Co. 


BOOT AND SHOE RECORDER 67 


RANK M. BOHR, vice-president 

and sales manager of the Munroe 
Shoe Co., now makes his headquarters 
at the new Boston sample room and 
office of this house, which has been 
moved from 139 Lincoln Street to Room 
531, Statler Building. 


RED KANNENSOHN, yho has sold 

the Strassburger-Stiles, Inc., line 
in the Middle West tor the past year, 
and prior to that with the Andrew Gel- 
ler Shoe Mfg. Co., Inc., for seven years, 
as Southern representative for this 
house, recently returned to his Geller 
affiliation, and will again travel the 
Southland. He is now covering Dixie 
with the Geller line. 


ACK DOUCETTE, the genial trav- 

eling shoe salesman who represents 
The Valley Shoe Corporation, stopped 
off long enough in Denver recently to 
say “hello” to his numerous friends. 
Jack hails from St. Louis and was on 
his way to attend a meeting of the Cal- 
ifornia Shoe Shoe Retailers’ Associa- 
tion, which was held at Los Angeles 
during the first week of this month- 
He reports that he is enjoying a nice 
business, many large orders coming his 
way lately. For fall styles in shoes he 
predicts that reptile vamps, with col- 
ored kid quarters, will be favored by 
the woman of good taste. He also says 
that it bids fair to be a good reason 
for the regent pump with a 24-8 heel. 
Mr. Doucette states that the shoe busi- 
ness throughout the country is brisk 
and that shoe dealers are enthusiastic 
about the summer season.—(UTPS). 


HARLES K.SWENSON, well known 

Northwestern shoe traveler, has 
taken the Eby Shoe Co.’s line for Wis- 
consin, Minnesota and the Dakotas. He 
plans to extend the line to the smaller 
cities of the territory, as sales have 
heretofore been confined largely to the 
larger cities of the States named.— 
(UTPS). 


[Oke B. THOMAS, formerly in 
charge of the buying and selling of 
overshoes and slippers at Wm. East- 
wood & Son, Rochester; in charge of 
orthopedic fitting, as well as a foot- 
wear stylist, and for the past seventeem 
years connected with this retail shoe 
store, recently became affiliated with 
the Daniel Green Felt Shoe Co. as as- 
sistant designer and salesman in charge 
of Pennsylvania and Maryland. Mr. 
Thomas had a large following at the 
Eastwood store. He was captain of the 
Eastwood baseball, bowling and squash 
racquet teams; he was also a leader in 
the athletic and social activities of 
Rochester. Mr. Thomas will make his 
headquarters at Dolgeville. By the way, 
Mr. Thomas’ old home is Moravia, N. Y., 
also made famous as the birthplace of 
John D. Rockefeller, Sr. 


“Ww = salesmen travel light,” re- 
marked Billy Sullivan of T. J. 
Sullivan Shoe Co. of Lynn, as he picked 
up a couple of grips and started for 
Chicago the other day. “We used to 
carry trunks heavily laden with sam- 
ples. Now we carry grips of light and 
dainty shoes. We do not have to wait 
for trunks to catch up with us. Trains 
carry us fast. Taxicabs enable us to 
see a greater number of customers. 
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Yet They Sell 
for 8.50 to 10.00 


A 
BROTHER 
TO THE KING 


Each pair of Just Wright 
shoes journeys thru the fac- 
tory in the company of the 
fastest selling line of $12-$13 
shoes. They are made by the 
same workmen, under the 
same supervision as are Arch 
Preserver Shoes. 


Sy ccalina. 82, iactas gale 


ific.2. 


THEY CAN’T HELP 
CATCHING THAT 
TWELVE DOLLAR LOOK 


Tllustrated—One of 
Wright’s famously made 
Summerweight shoes. 
Carried in Stock — No. 
470 in medium shade 
brown calf. No. 475 in 
black calf- —Savoy Last. 
Widths A te D—Price 

$5.75. 





At the 
Boston Show 


HOTEL STATLER 
Rooms 438-440 


WRIGHT & COMPANY, 
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THE 
$4,000,000 * 
TRADEMARK 


of foot comfort on a shoe 
styled as the Prince would 
wear them. 


IN STOCK 


The Princeton in White Buck 
—Stock No. 306 with brown 
calf trim. No. 307 with black 
calf. Leather sole and heel. 
Just two of fifty-four smartly 
styled Arch Preserver Shoes. 


Comfort and style. 


One shoe for two markets. 


*Over $1,000,000 a year for the 
past four years has been invested 
in acquainting the public with 
Arch Preserver Shoes. 


sl I le el oP 











SUMMER STYLES 
ALL IN 
Whites! 


~~ = 


“CLARE” Special Process 
Spanish Heels 


a —— ed Satin (15/8 
8 $4.75 


h) 
B- Soir Kid (15/8 
Spanish) 


“CLARE” Special Process 
22/8 Heel 


B-122—Jade Kid 
B-289—Silver Kid 
B-575—White Kid 
B-224—wWhite Satin .... 


“ACE” Special Process 
B-109—White Calf ......84.85 


“OKAY” Special Process 
B-108—White Kid 


Pittsburgh Office: 


my | Hotel 
. BARNEY 


it Omer, Detroit-Leland Hotel 
whet . SELLERS 
New York ouhen 846 Marbridge Bldg. 
B. W. MO 


LAN 
Angeles Office: 107 East Sth Street 
selec Cc. E. VanDEGRIFT 
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READY TO SHIP 
STOCK! 
Silvers! 


PROFIT-MAKERS 


HERE are fourteen of our very best 
summer sellers. Get your share of 
this profitable business by placing your 


order by wire, radio, telephone or fast 


“SKYLARK” 
Special Process 
B-104—White Calf 


_mail. 


IMMEDIATELY! 


re 


97 DAYS 
MORE OF 
SUMMER 


wu 


“MADCAP” 
Special Process 
B-105—Jade Kid 
B-116—wWhite Kid 


“NORMANDY” 

Special Process 
B-158—Jade Kid 
B-162—White Kid 


Make them profitable days selling 


Menihan fashion-quality shoes. 





SIZES AND WIDTHS 





Twenty-five cents additional for orders of less than three pairs. 
Terms Net 30 Days. 


THE MENIHAN COMPANY 


SHOEMAKERS FOR WOMEN 











“ROSALIE” 
Special Process 
B-155—White Calf 
New England Office: 
Draper Hotel 
Northampton, Mas 
ELLIOTT LA MONTAGNE 
Cleveland Ctioes 199 Union Trust Bldg. 
. F. JENKS 
San Francisco Office: te Hotel 


KUSHI 
Chieago't Ofiices Majestic Hotel 








Makers of Menihan Arch-Aid Shoe. 
Write for Agency Proposition. 














Shoe Merchants News 


in the Boot and Shoe Recorder 














NATIONAL NEWS 


SATURDAY, JUNE 16, 1928 


EVERY WEEK 








Illinois Shoe Retailers Ready for 
Convention Next Week 


Many Entertainment Fea- 
tures on Program of 
Peoria Meeting 


Peoria, ILt.—The finishing touches 
are all placed on the plans for next 
week’s gathering gt Peoria of the II- 
linois Shoe Retailers Association. This 
year’s convention will be held at the 
“Pere Marquette,” Monday, June 18, 
through Wednesday, June 20, with am- 
ple time devoted to the inspection of 
samples. 

The opening gun will really be fired 
Sunday night when a six o’clock dinner 
will afford opportunity for the early 
comers to get acquainted and lay plans 
for the actual convention dates. 

The convention will open formally 
with the Monday noon luncheon when 
President Frank P. Meyer will deliver 
his address and James H. Stone will 
speak from the angle of the “National.” 
President Meyer also promises a style 
show and discussions by three style 
critics at the Monday meeting. 

For the Tuesday luncheon genial 
Reub Metz, the Chicago specialist in 
men’s shoes, will enlighten the retailers 
and travelers on improved methods in 
selling men’s shoes. Other speakers 
scheduled for the Tuesday meeting are 
DeVon Latuer and one of Peoria’s bank 
presidents. Addresses will be made by 
those in attendance. 

The Illinois convention always runs 
heavy to entertainment features and 
this year’s preparations promise to keep 
pace with previous records. A “stag” 
and an affair for the ladies are both 
scheduled for Monday night while the 
annual banquet is slated for Tuesday 
eyening. 


Walk-Over Store 
to Have Basement 


PROVIDENCE, R. I. (UTPS)—The 
Walk-Over Shoe Store on Westminster 
Street is undergoing extensive altera- 
tions which will provide a basement to 
be used for the display and sale of re- 
ects, samples and discontinued num- 

ts at low prices. The street floor is 
also being remodeled and redecorated 
and will be used for the regular line of 
Walk-Over shoes. Thomas J. Purvis 
will continue as manager of the store. 
Business is being carried on at present 
in improvised quarters in the basement. 











California Ass’n’s 
Official Family 


Following are the officers 
elected at the annual convention 
of the California Retail Shoe 
Dealers Association at Los An- 
geles last week: 
fj President—Harry Locey, Visa- 


ia. 

First Vice-President — Melville 
Kaufman, San Francisco. 

Second Vice-President—William 
Secombe, San Diego. 

Treasurer—Carroll Wills, Oak- 
land. 

Directors—Ray Garwood, Ber- 
keley; Harry Ballentine, San 
Francisco; A. F. Musselman, Long 
Beach; Fred Newcombe, Santa 
Ana; J. J. Raines, Ventura; An- 
son Thomas, Pomona, and Rus- 
sell Williams, San Diego. 











Two New Adler Stores 
to be Opened Soon 


New York, N. Y.—Adler Shoes for 
Men, Inc., have just leased two new 
locations in New York, which brings 
this chain up to 20 stores. 

Store No. 19 is at 338 E. Fordham 
Road and store No. 20 is at 1402 St. 
Nicholas Avenue, corner of 180th 
Street. 


These stores will be opened by July 


1, after extensive alterations are made, 
through which these stores will re- 
semble the others in the Adler chain. 


Cantilever Shop Moves 


SAN JOsE, CAL. (UTPS)—Cantilever 
Shoe Shop, under the management of 
Henry Hoff, has moved from 37 West 
San Fernando Street to more spacious 
quarters on the second floor of the Se- 
curity Bank Building, at First and San 
Fernando Streets. 


Williams Elected 


St. Louis, Mo.—Chas. E. Williams 
has been elected vice-president of the 
Associated Retailers of St. Louis. He 
is also chairman of the public affairs 
committee. This association comprises 
the entire downtown retail district and 
is one of the most powerful bodies in 
the city. 





Krupp & Tuffly to 


Move to New Quarters 


Houston, Tex. (UTPS)—Krupp & 
Tuffly, one of the oldest shoe houses 
in Houston and among the largest in 
the South, is going to move. For the 
past eight years the store has occupied 
the corner at Main and Prairie Streets. 
It is announced by Louis Tuffly, Jr., 
vice-president and general manager of 
the company, that a 25-year lease has 
been taken on a new three-story build- 
ing to be erected at Main and Walker 
Streets, four blocks south of the pres- 
ent location. The new building will be 
just across the street from the $1,000,- 
000 Levy Brothers Dry Goods Company 
establishment. The new Krupp & 
Tuffly establishment will front 58 feet 
on Main and 100 on Walker. It will 
be completed at a cost of $150,000. The 
company will occupy the entire build- 
ing and will have one of the most at- 
tractive shoe stores in the country when 
it moves. 


Plan Children’s Dep’t 


CoLuMBUS, OHIO (UTPS)—The shoe 
department of the Fashion, Columbus 
specialty and ready-to-wear store has 
adopted the name “Miss Modern” for 
its children’s shoe department to be 
started Aug. 1. The children’s depart- 
ment, which will be merchandised by 
J. M. Ryan, will be on the third floor 
and will help to make a complete in- 
fant’s and children’s department of the 
store. Shoes for children and growing 
girls will be carried in the department. 





Can’t Deride Another’s 
Goods in Window 


NEw YorK, N. Y.—Any mer- 
chant who purchases goods from 
another and is dissatisfied cannot 
display the goods in question in 
his own window and hold them 
up to ridicule. Supreme Court 
Justice Valente last week granted 
an injunction for the Melville 
Shoe Corporation, operating the 
John Ward Stores here, against 
George C. Hiatt, furniture dealer, 
and restraining Hiatt from ex- 
hibiting any shoes purchased 
from the Ward store with plac- 
ards attached. Hiatt was dissat- 
isfied with his purchase and 
placed the shoes in his own win- 
dow with derogatory placards. 
This, Justive Valente decided, is 
illegal. 
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SPECIAL 
WILLOW CALF 


The Outstanding Leather 
for Women’s Stylish Shoes 








Spanish Brown 
Java Brown 
Marron Glace 
Trotteur Tan 
Mode Beige 
Mocha Bisque 
Grege 


Gunmetal 














A Tannage of Highest Quality 
Available in Quantity 


American Hide & Leather Company 


BOSTON NEW YORK CHICAGO ST. LOUIS CINCINNATI 
New Location, NEW YORK OFFICE, 2 Park Ave. 


AMERICAN HIDE & LEATHER CO., Ltd., Northampton ani Leicester, England, and Paris, France 
CALF AND SIDE UPPER LEATHER TANNERIES 


Lowell Chicage Sheboygan Ballston-Spa Curwensville 


Dolliver & Bro., San Francisco, Cal., Agents for the Pacific Coast and Orient 
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May Showed Good Gain 
in Cincinnati Stores 


CINCINNATI, OHIO0.—May was an ex- 
ceptionally good month with local re- 
tail shoe merchants, some reporting a 
15 per cent increase over the same 
month of last year. The first Saturday 
of June was a real warm day and many 
shoes moved but the following week 
opened with cold rains and _ sales 
started falling off. Merchants report 
practically everything to be moving, 
with sandals best in most all stores. 
Light colored kid is getting plenty of 
play and sales on whites are increasing 
with better prospects ahead. Lots of | 
black patent is selling and navy blue 
kid continues fairly popular. Some 
calls are coming in for reptiles and 
reptile trims but fabrics seem to be | 
going a little stale. 

Sport oxfords are being featured in | 
practically all stores and merchants | 
expect sales on this type of footwear | 
to be the biggest in years. Black and 
white and tan and white are very pop- | 
ular and blue and green are selling | 
well. 





B. C. Morris, manager of The Felt-| = 


man-Curme Store, reports business on | 
whites to be coming in fairly well with 
indications pointing to a strong white 
summer. Tan is moving fine, patent | 
continues strong and sandals are very | 
popular, Mr. Morris said. The Alms | 
& Doepke Company has always enjoyed 
a nice trade on conservative shoes and | 
Mr. Koob, shoe department manager, | 
reports black patent and brown kid 
with military and cuban heel to be 
best sellers. Some sandals are moving, 
Mr. Koob said, and calls for whites are 
increasing. A few plain fabrics and 
fabric and kid combinations continue 
to move at McAlpins. Black patent, 
especially in a T-strap model, is very 
popular, blue, red and tan kid is selling 
well and an increasing number of calls 
are coming in for whites. 








Leipzig Fair Dates 


NEw YorK, N. Y.—The great Leip- 
zig Fair, the largest trade exposition 
in the world, will be held this fall from 
Aug. 26 to Sept. 1. The fair will at- 
tract buyers from 43 countries, while 
a score of countries will send some 
10,000 exhibits. America’s growing 
activity in world markets is indicated 
by her sending upward of 2000 buyers 
and some 50 exhibits to this great 
world market place. 

Information concerning the fair may 
be obtained by addressing the Leipzig 
Trade Fair, Inc., 11 West Forty-second 
Street, New York City. 





New Shoe Stores 


George’s Men’s Shoes, 150 South 
Main Street, Salt Lake City, Utah. 

Heimac’s Bootery, 444 Broadway, 
Chelsea, Mass. 

Kimball’s Shoe Store, 171 Main 
Street, Hudson, Mass. 

C. E. Wheeler, Wheeler Mercantile 
Co., shoes, etc., Attica, Kan., shoe dept. 

J. M. Saxe, 1938 Westminster Street, 
Providence, R. I. 


esunannna 





Irvin Goodman, 600 Washington 


Street, Boston 


| couple will reside in New York. 





Wieboldt Buyer in Boston 


Boston, Mass.—Quite a little drop- 
ping off in patent leather sales is noted 
by N. C. Evans, buyer for W. A. Wie- 
boldt, Chicago. Dull or gunmetal calf 
and the brown shades of kidskins, on 
the other hand, have been picking up 
appreciably. This is Mr. Evans’ sev- 
enth trip to the Boston market since 
Jan. 1, so he is endeavoring to have 
the New York Central issue him a com- 
mutation ticket. 
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Heels—Ornaments or 
Necessities ? 


New York, N. Y.—Heels for 

women’s shoes, even though they 
be of precious metal set with 
precious or semi-precious stones, 
are properly items of utility and 
necessity rather than mere orna- 
ments, according to an unique de- 
cision handed down here last 
week by Judge Sullivan of the - 
U. S. Customs Court. The heels = 
in question, imported, were of = 
silver set with rhinestones and 
had been classified by a customs 
collector as ornaments and there- 
fore subject to an 80 per cent ad 
valorem duty. Judge Sullivan 
has ruled that the heels are util- 
itarian, made of silver and there- 
fore subject to only a 60 per cent 
duty. 
“They (the heels in question) ,” 
Judge Sullivan writes, “are parts 
: of shoes, and while ornamental in 
=: being in chief value of silver set 
: with rhinestones, are not at all 
like the ornamental buckles 
usually placed on such shoes or 
any other shoe. These shoe heels 
are entirely utilitarian; they have 
but one purpose, being attached 
to the shoe. They may be orna- 
mental. The ordinary shoe, in 
this progressive age, is of very 
little value without a heel. Orna- 
ment it as you may, it is still a 
heel. We can get along without a 
cuff button or a cigar holder, but 
what would you think of a young 
woman of fashion perambulating 
on Fifth Avenue on Easter Sun- 
day with the latest gown of usual 
length, wearing an alligator shoe 
without any heel? The mere 
thought of such a condition an- 
swers the classification of this 
heel.” 


annatnaorctovenvottactnsnsoranvovercas¢sonertensnstoss:oscoocceee 


H. Adler, of Adler Shoe 














Company, to Be Married | 


New York City.—Herbert Mortimer 
Adler, one of the executives of the 
Adler Shoe Company, is to be married 
on July 1 to Phyllis Edythe Levey of 
New York. 

Mr. Adler attended New York Uni- 
versity and three years ago entered 
upon his duties as junior member of 
the Adler Shoe Company. 

After a honeymoon to Colorado 
Springs, Yellowstone National Park, 
and surrounding sections, the young 


Wenn 
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Hammersmith Bros. 


Lease New Quarters 


Houston, Tex. (UTPS)—Hammer- 
smith Brothers’ Shoe Store of Hous- 
ton will occupy new quarters by July 
15. This pioneer shoe firm has been 
in its present location for the past 
twenty years. The move will not only 
provide double the amount of floor 
space, but it will be to a much more 
favorable trade district, as the new 
home will be in a remodeled building 
at 719 Main Street, corner of Rusk 
Avenue. 

The sales space for the Hammer- 
smith store will be 48 feet by 100 feet 
in size, with a basement of a like size. 
This amount of space exactly doubles 
the present floor space now occupied 
by the firm. 

This new of the 


home will be one 


| most attractive shoe salons of the en- 


tire Southwest. There will be 100 feet 
of display windows, while special dis- 


_| play facilities for the interior has been 


provided for. The shelving of the store 


> | will accommodate 18,500 pairs of shoes 


in addition to the mezzanine that will 
be finished but not furnished for the 
present. To the right of the main en- 
trance will be the hosiery counter, 


:| while to the left will be an inviting 


lounge for women shoppers. 


Walnut fixtures will be used through- 
out the building with side and butt 
matched panels. There will be 100 


chairs of walnut while the central at- 
traction will be a decorative glass dis- 
play case extending down the center of 
the floor space for 60 feet. 


Shoe Output Gains 6% 
in First 4 Months, 1928 


WASHINGTON, D. C.—During the 
first four months of 1928, shoe produc- 


| tion (other than rubber) in this coun- 
| try totaled 113,378,737 pairs, compared 


with a production of 111,950,820 pairs 
in the corresponding period last year, 
a gain of 6.8 per cent, according to the 
Shoe and Leather Division of the De- 
partment of Commerce. 

Of this quantity, 26.4 per cent was 
for men; 7 per cent for boys and 
youths; 36.1 per cent for women; 12 
per cent for misses and children; 7.6 
per cent for infants, and 10.9 per cent, 
other classes. 

As compared with quantities manu- 
factured during the corresponding 


| period of previous years, it is noted the 
| 1928 four months’ output exceeded that 





of 1927 by 1,427,917 pairs; 1926, by 


7,241,970 pairs; 1925, by 1,484,097 
pairs; 1924, by 3,181,419 pairs, and 
1922 by 7,505,755 pairs. In 1923, the 


production was 15,369,604 pairs more 
than in 1928. 


Ritchie Leaves Firm 


DENVER, CoLo. (UTPS)—R. UL. 
Ritchie and Charles E. Cowan, joint 
owners of the Cantilever Shoe Store at 
1610 Champa Street, Denver, for the 
past seven years, have recently dis- 
solved the partnership. Mr. Cowan 
has taken over Mr. Ritchie’s interest 
and is now in complete charge of the 
store. Mr. Ritchie expects to leave soon 
for California with a view to locating 
in that State. 
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oA 
HIGHLIGHT for FALL 


This smart pump of Whippet Brown Suede is 
typical of the Cushman-Hollis line for fall. The 
trim is of Java Brown Kid and the heel is 20/8 
full Louis. 


Again this season we are styling and building 
an unusually strong line of shoes for popular and 
profitable retailing at five dollars. 





Cushman-Hollis novelty shoes are sold 
to the wholesale and volume trade and 
on make-up orders only. No shocs are 
carried in stock. 


SE oe ee 


CUSHMAN-HOLLIS 
COMPANY 


Albany Bldg., Boston 
Auburn, Maine 
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KNOWN TO EVERYONE 


LOVED BY CHILDREN 


TRADE MARK 





SHOES WITH PERSONALITY 


whose name is a by-word 


Stock No. 3008 
Patent Leather One Strap 
Dall Strap 
- 8%-11 D 11%-2D&E 
Rubber Heel % Heel 
% 30 


$2.30 2.65 


5-8 D 
Spring Heel 
$2.00 


Stock No. 3013 
Patent Leather Cutout Oxford 
o- ip = 





and a buy-word 


“They wear like old friends” 
—these cleverly made, pret- 
ty Humpty-Dumpty Shoes. 
For Willit’s puts the power 
of a good, honest shoe be- 
hind the power of a good 
name. Carefully selected 
high-grade leathers — skill- 
ful styling which never 
loses sight of fit and com- 
fort—in every detail Hump- 
ty-Dumpty models will 
please the merchant who in- 
sists on a juvenile line which 
is different, dependable and 
profitable. 


IN-STOCK 


Stock No. 3007 
Patent Chrome One Strap 
Nickeled Fastenette 
5-8 D 8%-11 D 
Spring Heel Rubber Heel 


% Heel 
$2.00 $2.30 * S 


$2.65 


Stock No. 3016 

Griess Pfleger’s Honey Beige trimmed with 
Honey Beige Hippo Grain 

&%-11 1 


$2.40 





WILLITS SHOE 


COMPA 


NY 


Halifax. Pa. 











11%-2 D&E 





76 


css Sate 
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Men’s Shoes 














WHERE TO BUY 


— 









NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y., U. 8S. A. 
MEN’S FINE SHOES EXCLUSIVELY 



















Stacy Adams Co, 
Manufacturers of 
MEN’S FINE 
SHOES 
Brockton, Mass. 






























= & Brennan Co., Randolph, Mass. 
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Multitude of 
New Patterns 
For Autumn 


LYNN, Mass.—Additional orders for 
Summer novelties are coming to the 
factories, in pretty good volume in 
some instances, and they are spread 
out over pumps, ties, sandals and step- 
ins of patents, all white, art fabrics, 
including hand embroidered linens, rep- 


blue satins, and fabric shoes to be 
dyed to match dresses. The rule holds 














good that any shoe which is pretty is 
good merchandise, and it may be added 














Thon fioe 


50 STYLES IN STOCK 


EMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 


WRITE TODAY FOR CATALOGUE 











or Co; 
ded assures "OFF 


KUMFORT-ARCH SHOE 
SS 


MADE EXCLUSIVELY BY THe 
EMERSON SHOE ico] 
ROCKLANO, MASS 








































HENRY LILLY. CO. 
110 Duane St. New York 
AUCTION TRADE SALES of 


SHOES and RUBBERS 


Every Wednesday and Friday 














wan 


Tus 


aS 











FoR MEN 
OP 
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that the more attractive it looks the 
more profit it earns. There are no 
reserve stocks of shoes on hand in the 
factories, and supplies of leather are 
not as ample as in former years. All 
novelty styles must be made up on 
order. Folks want their shoes fresh 
these days, the same as they want 
their eggs. bi 

New Fall samples are appearing in 
the factories, and they are proving 
that designers have strengthened and 
enlarged their imaginations. Such a 
multitude of styles Lynn never before 
beheld. Some are as new as the 
flowers in the garden; others reveal 
new interpretations of familiar ideals. 
There are some new types of boots, 
the like of which has not been seen 
before, and some are expecting that 
these boots will begin to sell in the 
early Fall. There are also some smart 
looking Colonial oxfords, the kind with 
large tongue and buckles, and gores 
beneath the tongues, and they are of 
black and brown suede leathers. 
Pumps, notable for their deftly con- 
trived inter- weaving, interlooping 
straps, are of patent, or patent and 
snake, or satin and art velvets. New 
vanities reveal rich center ornaments 
held by straps, or by bands, or strings 
of elastic webbing. 
Last makers tell of heels 20/8 and 
21/8 high, and of toes medium and 
round, short and square, and so on. 
The main thing is the symmetry of 
shape. No ugly ducklings are desired. 
Shoes float in stream lines, and this 
effect is enhanced by the new air- 
plane trims. 

The price question will be again 
threshed out in the July markets. 





Gets Ferra-Gamo Agency 


BROOKLYN, N. Y.— The Brooklyn 
School of Shoe Designing, 35 Fifth 
Avenue, announces that it has been 
granted the exclusive American agency 
for the Ferra-Gamo, Inc.. products. 





Ferra-Gamo, Inc., with offices and 


factories in Hollywood, Cal., and Flor- 
ence, Italy, manufactures one of the 


| finest grades of bench-made turns, in 


tiles, both the genuine and the new | 
photographic snakes, and satins, and | 
red, green and blue kid, straw cloths, | 


addition to fancy, hand-painted heels, 
shoe ornaments and_hand-knitted 
shawls. 


Fall Orders Increasing 
In Cincinnati Factories 


CINCINNATI, OHI0O.—Very few shoe 
factories in this section have attained 
a capacity run, although a fairly satis- 
factory volume of Fall orders is com- 
ing in. Some of the factories making 
medium-priced footwear for distribu- 
tion through jobbers have been busy 
for some time and one of the smaller 
manufacturers of better grade mer- 
chandise has a thirty day run making 
up reptiles and trims for a large East- 
ern merchant. 

In-stock departments and wholesale 
houses are doing a nice business on 
immediate delivery orders. Some of 
these orders call for patent, white and 
colored kids and fabrics, with the 
majority specifying sandals. Both 
manufacturers and wholesalers report 
a very active demand for sport oxfords 
for at once sales, retail merchants 
sending these orders in only three or 
four days in advance of need. 

Fall bookings on black patent are 
very good and present indications 
points to a fairly good season on mat 
goat and brown suede. Brown kid is 


| expected to be very strong and a nice 





volume of orders is coming in on rep- 
tile, notably Python snake. Reptile 
trims and combinations are being 
favored by the trade in some sections 
and quite a few whites are being 
bought for late summer and fall sales. 


To Move to Lowell, Mass. 


HAVERHILL, Mass.—The Model Shoe 
Co., large manufacturers of women’s 
high grade McKay shoes, this week an 
nounced the purchase of the Ipswich 
Hosiery Mills, Lowell, and plans for th« 
immediate removal of the local busi 
ness to that city. The local company 
employs 400 operatives and has a dail) 
output of 2000 pairs. The members 0i 
the firm, Charles A. and Moses Mov 
sesian, in their purchase of the Lowe! 
property have made provisions for im 
portant expansion to take place in th 
near future. It is hoped to double th 
present output in a short time and. to 
give employment to between 600 ani! 
800 hands. Four buildings compose 
the Ipswich mill group. Two of these 
are of brick construction and offer 
modern facilities for shoe manufactur- 
ing. The combined floor area is 70,00) 
square feet. 
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Geller Buys Building 


BROOKLYN, N. Y.—The Andrew Gel- 
ler Shoe Manufacturing Company has 
purchased the four-story and basement 
building formerly occupied by Valen- 


tine & Company, varnish manufactur- 
ers, at 735 Lorimer Street. The build- 
ing contains approximately 60,000 


sq. ft. of floor space. After exten- 
sive alterations and improvements the 
Geller shoe factory will be moved from 
its present location, at 244 Broadway, 
to the recently purchased Lorimer 
Street building. 


Haverhill Style Men Busy 
on New Lines for Fall 


HAVERHILL, Mass.—Cutting opera- 
tions were resumed this week in sev- 
eral local factories, although the gen- 
eral business condition in the city is 
not acknowledged to be satisfactory. 

The stylists are getting out new 
samples and are preparing to greet the 
Fall and Winter season with many new 
offerings in women’s novelty footwear. 
Patternmakers are working zealously 
to create the smart and novel styles 
that will invite business. Patent leather 
is to run strong for Fall, with black 
and brown kid and suede in general 
favor. The new blue kid has much to 
be said for it in the better grade 
novelties, and the stylists view the 
color as a business builder. Genuine 
snakes and reptiles are very much the 
rage, and manufacturers who have an- 
ticipated this style feature consider 
themselves very lucky indeed. 





Brockton Shipments 
Show 20 Per Cent Gain 


BROCKTON, MaAss.—Despite the sea- 
sonal slackening during May, the total 
shipments for the year, 186,113 cases, 
are far ahead of last year’s figures for 
the corresponding period. For the first 
five months of last year, total ship- 
ments amounted to 155,913 cases, a 
gain this year of nearly twenty per 
cent. Shipments for May of last year 
were more than 5000 cases less than 


for the same month this year, the fig- | 


Kime to Handle Colonial 


ure being 31,003 cases. 


A feature of the shipments the last | 


week in May was the unusually heavy 
despatching of parcel post shoes, the 
warm weather seeming to have had a 
very healthy effect particularly on in- 
stocks which supplied a large number 
of sports for men to meet immediate 
demands. 


Name of Style in Shoe 


LYNN, Mass.—A woven label, bear- 
ing the name of the shoes, is sewn into 
the side of the quarter lining, so that 
the buyer may read for herself and 
know the name of the style of the shoe 
which she choses. For instance, a pret- 
ty pump of new design is named “Miss 
Lynn,” and the name is woven into the 
label, and the label is sewn into the 
shoe. Supplementing this is the name 
of the maker embossed on the sock lin- 
ing of the shoe. This is among the 
new ideas from the Colella & Leighton 
factory. 











Wholesalers Filling Rush 
Orders for Light Colors 


Boston, Mass.—Factories are fairly 
busy and are showing attractive num- 
bers in which Java and Spanish brown 


kid and suede combinations, as well as | 


snake and black patent, are prominent. 
Some wholesalers are receiving rush 
erders for blond kid from the East, 
as well as from other sections of the 
country. “This means,” said a whole- 
saler interviewed recently, “that the 
American woman does not visualize 
colors as well as we shoemen think 
she does. For instance, what we call 
a blond may not be considered by 
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the consumer as a blond, but as a | 


deep shade of parchment, or a neutral 
tone of tan; at any rate, the popularitly 
of blonds has surprised a good many 
merchants this season. 

Black satin is growing stronger all 
the time, and one of the better grade 
women’s turn lifes is showing brown 
and blue satin vamps, with moiré satin 
quarters in matching shades. 
eight Cuban heels and others up to 20/8 
inclusive are the most popular sellers. 

A powder blue kid tie with opales- 
cent beaded vamp was among the new 
afternoon and evening dress’ shoes 
noted in the Boston sample room of 
a house making women’s high-grade 
turn shoes. Men’s and boys’ shoes are 
shown in identical patterns, from con- 
servative to sport numbers. 

It is predicted by some of the trade 
here that the color trend for Fall in 
men’s shoes will again be very strong 
toward black. A leading maker of this 


Fourteen- | 


type of merchandise reports that so | 


far this year his sales on black leathers 
of all kinds have increased over those 
of last year, while colors have de- 
creased approximately 5% per cent. 
Black and colored suede are being 
bought by manufacturers of women’s 
shoes to retail as low as $4 and $5. 
Patent leather is stronger in the de- 
mand; brown kid 
seller this week than last. Grained 
side leather in reptile prints is being 
bought in fair quantities by manu- 
facturers making both men’s and 
women’s shoes. 


Line in Rochester, N. Y. 


ROCHESTER, N. Y.—William J. Kime, 
Jr. of 22 Andrews Street, Rochester, 
has taken over the Colonial Tanning 
Company’s line of black and colored 
Patent kips and patent sides, as their 
sole representative in the Rochester 
territory. 


Shoe Tool Plant Sold 


BROCKTON, Mass.— The Snell & 


is a more active | 


WHERE TO BUY 
Men’s Shoes 
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BOSTONIANS 
SHOES FOR MEN 
COMMONWEALTH SHOE & LEATHER CO. 
WHITMAN, MASS. 























HAND TAILORED 
HAND LASTED 


Bion F-REYNOLDS Co-, 


BROCKTON, MASSE 
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WHERE TO BUY 
Slipper Supplies 
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POMPOMS AND noses tae 
The right a a @e oe 


HY-GRADE SLIPPER “SUPPLY 00. 


688 Broadway New York 
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WHERE TO BUY 





| Standard Shoe Materials 


Atherton shoe tool factory here, one of | 


the oldest and best known interests in 
the South Shore district, was sold at 


auction June 6, the ‘purchaser being | 
Herbert B. Norcross employed in the | 
plant for the past 35 years, and more | 


recently its superintendent. Mr. Nor- 
cross plans to continue the business 
with the present force. The concern 
has been making high grade shoe tools 
for 75 years. 
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West Virginia 


Not a substitute for—but an improvement 
over ordinary leather. 
Pulp Products Department 
WestVirginia Pulp& PaperCompany 
Detroit New York Chicago 
















Colored 
RA Chrome 
ia Sides 


Beggs & Cobb, ine. 
Beaten, Mass. 








The One 
Waterproof 
Leather That 
Takes and Re- 
tains a Polish 


CREESE & COOK CO. 
Tanneries at Danverspert, 95 South St., Boston, Mass 
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WHERE TO BUY 


Men's @ Women’s 
Slippers 
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PARISTYLE FOOTWEAR MFG. MFG. CO., INC. 


Factory 


40-46 West 28 25th Ng yy DORA 
HIGH GRADE TURN M MULES’ wad D’ORSAYS 
Satins, er Brocades and Fancy Patterns 








Two Strap Sandal 


“Hand Turned” 
In Stock 
C to E—2*-9 
No. 3-2 at $2.35 
MORAN-HERMANN- 
McMANUS, INC. 











Auburn, Maine 
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WHERE TO BUY 


Shoe Drawings 
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WHERE TO BUY 


Store Fixtures 


GOCD WINDOV- 
FIN TURES 











Shoe Manufacturers Urge But 
Two Style Shows Yearly 





Text of Resolution Adopted by 
N. B. and S. M. A. Directors 


NEw York, N. Y.—The following 
resolution was unanimously adopted by 
the Board of Directors of the National 
Boot and Shoe Manufacturers’ Asso- 
ciation at its meeting at the Hotel 
Astor, New York City, on Wednesday 
afternoon, April 11, 1928: 

“Following a careful consideration to 
a somewhat exhaustive extent, as to the 
different angles pertinent to ‘the ques- 
tion involved, this recommendation is 
offered by your Trade Relations Com- 
mittee for such action as you may 
deem advisable: 

(1) We desire to accord full recog- 
nition of the immeasurable benefits 
which have accrued from the activities 
of the several trade associations of and 
affiliated with our industry, wherein it 
is evident each has endeavored to func- 
tion in a loyal spirit of true coopera- 
tion for the mutual welfare of all. 

“(2) Fundamentally, it appears, our 
industry in its several integral parts 
should be correctly regarded as a fed- 
erated body, gigantic in its power to 
achieve results in the direction of use- 
fulness; its units being the tanner, the 
producer of supplies, the wholesaler, 
the manufacturer and the retailer, 
composing a unity of common interest, 
a universal purpose, as all are sub- 
servient factors in the major, operative 
processes of producing and distribut- 
ing a product finally reduced to a single 
commodity item. 

“Hence, this would seem to call for 
a platform wide enough for all to stand 
together in harmony with all needs, 
present and future, as they may be- 
come manifest as such; and, in so far, 
at least, that our industrial activities 
may be organized, advanced and effec- 
tively administered in a spirit of mu- 
tuality and with no feeling of mistrust 
or self-interest involved. 

“While the particular recommenda- 
tion we are submitting has no specific 
objective nor intention in a direction 
tending to initiate a movement for a 
general reorganization of the indus- 
try’s promotional plans, yet the nom- 
inal changes which it suggests may, 
if adopted, prove to have been a step 
of expediency to that end, whereby it 
may afford the groundwork for a great 
clearing house, ultimately, for the en- 
tire industry. 

“A noteworthy trait or principle pe- 
culiar to all interrelations of trade is 
‘give and take.’ The marts of trade 
could be extended immensely under the 
touch of a reconsecrated, modernized, 
regulated industry, in keeping with the 
needs of the times, and we might there- 
by attain a higher rank in the list of 
the great industries of the country. 

“(3) Reviewing developments over a 
period of years, extending back to in- 
clude the advent of shoe style shows, 
it is obvious that their inauguration 
has been a factor, an outstanding 
stimulus to rapidly advanced improve- 


| ment. 








In other words, the style show 
feature has held a progressive influ- 
ence of inspiration and edification, par- 
ticularly during the period in which 
they were conducted upon an economic 
business basis and at properly regu- 
lated and appropriate intervals. 

“However, upon a further analysis of 
more recent developments appertain- 
ing to the uses and abuses of this im- 
portant auxiliary, your committee, 
without having any prejudice or bias 
in the premises whatsoever, is firmly 
convinced that the practice has become 
overaccelerated, due to the prevailing 
frequency and wide promiscuity to 
which style shows, revues, conclaves, 
conventions, etc., have been projected; 
and the methods employed, the man- 
ner in which many of them are con- 
ducted are in a great measure, and in 
quite a definite way, responsible, in our 
opinion, for an unstabilized, more or 
less chaotic condition of disorganized 
procedure, and 

“Whereas, It is conservatively esti- 
mated that, including national, district, 
State and local market style show con- 
ventions, there are being held approxi- 
mately some thirty or more style shows 
each year, with a tendency toward a 
further increase. Each of these get- 
together affairs is attended by some 
retailers; all, according to prevailing 
custom, must be attended by salesmen 
and factory representatives. To a cer- 
tain extent, we find it may be granted 
that some general benefit may result, 
especially as applied to some and with 
doubt placed against others; but in 
order to arrive at results in net value, 
and determine the extent of indirect 


and direct profit from this enterprise, 


an appraisal of the benefits must be 
made and then weighed in the balance 
against the many ramifications of cost 
involved. Pursuant to this phase of 
the situation, it is well to consider the 
enormous aggregate consumption of 
time which is taken from the different 
avenues of direct business activities 
in due course; and-all of which ulti- 
mately comes out of the proceeds of 
the industry at large. 

“Then follows the annual cash ap- 
propriation and expenditure by manu- 
facturers in support of these functions 
in preparing for and conducting ex- 
hibits, together with numerous other 
incidentals, which amount to an out- 
lay running within a safe estimate into 
millions of dollars, withdrawn from an 
industry which can ill afford it. 

“Finally, the all-important question 
is the effects upon the retailer whose 
interests must be our chief concern. 
for as the final door of distribution 
he must and ever shall have preferred 
consideration. Based upon their own 
conclusions, as expressed by many, it 
is apparent that all of this is real- 
ized by the majority who would wel- 
come relief from the present situation. 
which is a source of disturbance and 
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hindrance to progress, due to the con- 
stant agitation in the flitting, flounder- 
ing and fluctuating gyrations in ideas 
and style gymnastics presented at this 
month’s show as against what may be 
anticipated at next month’s show, and 
over which there is no control. This 
creates hesitation and fear; unsettled 
and uncertain results. 

“Therefore, all of these conditions 
lead to the inevitable conclusion, based 
upon the evidence, as we see it, that 
the present plan of style show activi- 
ties is an uneconomic practice, and it 
seems imperative that definite and joint 
action be taken to rearrange and re- 
adjust the situation; and, 

“Whereas, In the belief and with the 
certainty of resultant effects, as judged 
by records of experience and unfailing 
observation of these existing condi- 
tions, the spirit of this recommendation 
is founded not in a purpose to molest 
or destroy a thing of value, but rather 
that action may be taken to enhance 
its value by strengthening, stimulating, 
conserving and improving the situa- 
tion; therefore be it 

“Resolved, That in so far as the 
attendance by and support from mem- 
bers of the National Boot and Shoe 
Manufacturers’ Association may be ex- 
pected or required, it is hereby recom- 
mended that all State, district and lo- 
cal market style show conventions be 
abandoned, effective in the year 1929, 
and be it further 

“Resolved, That in lieu of the pres- 
ent system in our industry of holding 
and conducting style shows, it is heart- 
ily recommended, indorsed and urged 
by this committee that plans be per- 
fected whereby there may be held twice 
each year, effective in 1929, a compre- 
hensive general National Shoe Indus- 
trial Exposition (under whatever name 
may be chosen) under the joint au- 
spices of the several branches or asso- 
ciations of the industry, properly cor- 
related and organized for the purpose, 
in which the industry as a whole may 
participate in their conventions, ex- 
hibits, style shows, etc., in an effective 
way, for mutual benefit without profit. 

“One of the semi-annual affairs to 
be held in the Eastern and the other 
in the Western or Central Western 
sections of the country each year. 

“One of them to be held at an appro- 
priate date in which to inaugurate and 
crystallize general activities for the 
period known as Spring and Summer; 
the other, in like manner, for the period 
of Fall and Winter. 

“(To clarify the first section of above 
resolution, it is contemplated that State 
or district retail associations, or any 
others, for the purpose of retaining 
their organizations, sending delegates 
to Semi-Annual National Conventions, 
etc., may continue to have their local 
conventions, as such, without partici- 
pation in exhibits, style shows or sales- 
rooms by manufacturers.) 

“And be it further 

“Resolved, That upon the approval 
of these recommendations and resolu- 
tions, herein submitted, and a copy 
mailed to each of our members, which, 
if adopted by a majority, copies shall 
then be forwarded with an invitation 
for the acquiescence or reaction of the 
National Shoe Retailers’ Association, 
the Tanners Council of America, the 
National Shoe Travelers’ Association, 
Shoe Wholesalers’ Association, and any 





other national or local organization 
with which our association has any 
connection or industrial affiliation.” 


Frank E. Church, Director 
of Footwear Sales for 
B. F. Goodrich Rubber Co. 


AKRON, OHIO— 
Frank E. Church, 
for years past one 
of the leading and 
most aggressive 
figures in the foot- 
wear trade, has re- 
signed from his 
present position as 
president of the 
Goodyear Rubber 
Company to accept 
the position of di- 
rector of footwear 
sales of The B. F. 
Goodrich Rubber 
Company of Akron, Ohio. This posi- 
tion was formerly occupied by J. A. 
Rishel, who recently retired. 

Mr. Church commenced his career in 
the footwear business with the North- 
ern Shoe Company of Duluth, Minn., 
in 1907. From 1915 to 1919 he was 
vice-president and general manager of 
this concern. Their business was that 
of shoe manufacturing and jobbing of 
leather and rubber footwear. 

In 1919 Mr. Church accepted the po- 
sition of manager of the St. Paul 
branch of the United States Rubber 
Company. Two years later he became 
president of the Beacon Falls Rubber 
Shoe Company at Beacon Falls, Conn. 
In 1924 he advanced to be manager of 
footwear sales of the United States 
Rubber Company, 1790 Broadway, New 
York City. 

Mr. Church severed his connection 
with the United States Rubber Com- 
pany in 1927 when he acquired a con- 
trolling interest in the Goodyear Rub- 
ber Company of Middletown, Conn., 
manufacturers of ‘“Goldseal’ rubber 
footwear, and in its affiliated company, 
the Lambertville Rubber Company of 
Lambertville, N. J., manufacturers of 
“Snag Proof” footwear. He was 
elected president of both companies. 


Frank E. Church 


Six Runway Shows 
at Boston Fair 
[CONTINUED FROM PAGE 45] 


be some real fun,” he said, “with prizes 
for all and a dinner—then back to the 
Statler for the final style revue.” 

“In concluding,” said President Bres- 
nahan, “I want to impress on you all, 
the real big merchandising opportunity 
of this coming show. We have our 
salesmen, our factories, our styles and 
our New England made shoes. And we 
have our convention or fair, I might 
say, after the two leaders have come 
through for the finals, namely, after 
the Republican and Democratic conven- 
tions have been concluded and the wav 
has been made clear for a healthy Fall 
business. Then the public will feel bet- 
ter satisfied as thev look into the fu- 
ture, and the merchants can buy and 
feel that the period of uncertainty and 
unrest has passed.” 


WHERE TO BUY 


Women’s Novelties 





From One ¢ Our Wettwe Sapien 

“Your prices are lower 

” a »©& than those Western 
firms, the styles 

ahead of theirs. As to 
your prompt service, 

can’t be beat 
(Name on Request) 





Ask for 
Samuel Cohen 


Shoe Co. 
72 Lincoin St., Boston, Mass. 








Latest Styles at 
Popular Prices 











WHERE TO BUY 
Ballet Slippers 





BALLET SLIPPERS 
Made on Right and Left Lasts 
Wom. Miss. Childs 
No. 600 Black Kid..1.45 1.40 1.35 
Ceast Prices Slightly Higher 
BROOKS SHOE 
MFG. CO. 
Philadelphia— 
1735 No. 6th &t. 


IN 
Les Angeles—1162 Bo. Hii) st STOCK 








Im Stock Black Bal- 
let Slippers 

tastes 
Misses’ $130 ° 
Childs’ $130 pr. 

snes "gos co,, INC. 

wane 8&t., 

Bad foome N. Y. 














BALLET SLIPPERS—IN STOCK 


of the unusual kind 
Bi02 Bik. ue tend Ture 


Child's 4 he tio. 35 

Misses 11% te 2— 1.40 

Wemen's 2'% te 8—1.45 
Also Hard Tess 


SCHWARTZ & puaeen. Inc. 
Specialists i. pa llet Manufacture 


1 No. 1ith St., Philadelphia, Pa. 


HAND TURNED, BLACK KID 
BALLET SLIPPERS 





ons 
‘am: 
ROTH & nessHeERG SHOE co. 


124 N. ara St., Philadelphia 


umith 

sciets 

Rights and Lefts 
Two Grades 


Wos. Miss. Chi. 
$1.50 $1.45 $1.40 
1.85 1.30 1.25 


In Stock 
325 West Monroe 








wmM. 
SUMNER 
SMITH 
Chicago, Ill 
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WHERE TO BUY 
Slipper Quilting 
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SLIPPER MANUFACTURERS, 
ATTENTION! 


We Do Quilting 
For good workmanship and 
quickest service see 


FENKART & SONS, INC. 
815 22nd Street Union City, N. 4 5 
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WHERE TO BUY 
Shoe Buckles 
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Trirart & De ALTERIIS 
Importers ee 
—_ RHINESTONE ——— 
SHOE ORNAMENTS 


101-103 West 37th Street, 
New York City 
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CUT STEEL— 
IMITATION STEEL 


BEADED 
SHOE BUCKLES 
A. & H. VEITH, INC. 
—I mporters— 
9-11 East 38th, New York 
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CUT STEEL 
BEADED-RHINESTONE 
“Decidedly Different” 
Importers 


MAISON MANN, INC. 
formerly 


BAUER & MANN 
3 West 20th St., New York 
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WHERE TO BUY 
Children’s Shoes 


“ELAM 99 


Flexible Turn Shoes 


For the Jobbing Trade Exclusively 
F. S. ELAM SHOE CoO. 


ROCHESTER, N. Y. 
Boston Office: Statler Blidg., Room 532 














G. E. Webster Named 


HAVERHILL, Mass.—George E. Web- 
ster, treasurer of the Fowler Shoe Co., 
this city, one of the best known of the 
younger shoe men in the local industry, 
and Miss Ruth McKenzie, Brookline, 
were married on June 6 at the Little 
Church Around the Corner, New York 
City, and sailed immediately for a wed- 

‘ding trip to Paris and other European 
ints. Mr. and Mrs. Webster will 
main abroad for two months. They 

will reside in this city. 





Good Letters Will 
Pull Them In 


[CONTINUED FROM PAGE 41] 


you cannot write such a letter, hire 
someone who can. First try out your 
own sales and office force. You may 
have a genius in your employ and not 
know it. A prize for the best letter 
might bring it forth from someone 
right in the store. If that fails hire a 
man or woman who has the knack of 
writing. A newspaper writer usually 
turns out an interesting letter. 

The letter should be well done or 
omitted. If it bears the earmarks of 
selfish commercialism it will fail and 
you had better not send it out. If its 
bid for patronage is too strong, or in 
any way overdone it will react against 
you. It should read something like 
this: 

“Dear Mr. (or Mrs.) Jones:— 
For a long time I have been won- 
dering why it is that we have 
never had the pleasure of seeing 
you in our store. I know that you 
are a person who appreciates nice 
things in dress and shoes and that 
you have good taste in all the little 
niceties that go to make life enjoy- 
able. 

“When I look around over my 
store on a busy day and see so 
many good-looking, well dressed, 
well shod people I miss you and 
wonder why you never come in to 
see us. 

“Is there anything about this 
store that you do not like? Have 
we done anything unknowingly to 
offend you? 

“Do the shoes we show in the 
windows fail to interest you? Have 
you formed an unfavorable im- 
pression of the store because of 
our prices, our styles, or some 
other feature? 

“Surely there must be a good 
reason why you never visit us. If 
there is something that needs 
clearing up, if we have failed to 
merit your friendship through 
some fault we know nothing of, we 
want to set it right with you. 

“Will you not drop in some day 
real soon and get acquainted? You 
will find us a friendly lot of people 
here. We will not ‘drum you to 
death’ nor attempt to push shoes 
onto you. What we want to do is 
to know you better and have you 
know us as we are and not as you 
may think we are. Our customers 
say we are a good store, always 
willing to do the right thing. We 
have a certain pride in the service 
we give our customers. We fit 
shoes as they should be fitted. It 
is a rule with us that a sale is 
never completed until the customer 
is satisfied. Please come and see 
us. If youcannot do this will you 
not drop us a line, or better still, 
call up on the phone and tell us 
that you have received this letter, 
and are willing to make our ac- 
quaintance at some future time, in 
this friendly store, where all hands 
try to be neighborly and square in 
their dealings.” 





Of course the above may be improved 
upon very much, but the gist of the 
thought is there. Run it over in your 
mind and see if there is not a certain 
appeal somewhere that will at least 
make new people think of the store. 


[Next week the third question: 
“How shall I hold that which I now 
have and add to it profitably?” | 


Hood Rubber Holds 


Canvas Footwear Week 


WATERTOWN, Mass.—The Hood Rub- 
ber Products Co., Inc., celebrated Hood 
National Canvas Footwear Week, from 
June 2 to 9, with prizes awarded to re 
tail shoe merchants for best window 
trims. This concern reports that busi- 
ness on tennis footwear has been a 
little better up to date than at this 
time last year, despite the bad weather 
although the latter has been a deter- 
rent factor to greater volume. Hood 
dealers anticipate a good season. A 
shortage of certain kinds of tennis 
footwear in some of the better grades 
is noted, and indicates a marked ten- 
dency on the part of the average re- 
tail shoe merchant to refrain from buy- 
ing “cheap stuff.” 


Sidney New Dead 


New YorK, N. Y.—Sidney S. New, 
secretary and treasurer of the New 
Castle Leather Company, died sud- 
denly, June 5, following an operation 
at the Presbyterian Hospital here. Mr. 
New had been in ill health for some 
time and this was his second operation 
within a year. 





RENT A STORE 
In The New 
HOTEL 


MONTCLAIR 


49th- 50th Lexington Ave., N.Y. 
A wonderful ‘spot’ 
for a quality shop. Lo- 
cated in the heart of 
New York’s preferred 
residential district. 

LORING M. HEWEN CoO. 


Incorporated 
271 Madison Avenue 
Telephone Ashland 5090 
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HALESOLE 
cA RaJAH Product 


aoe ED after years of experimentation — 
HALESOLE has been used by reliable shoe 
manufacturers successfully for four years. It will 
not crack or mark the floors. 

Like all RAJAH Products —HALESOLE answersa 
specific purpose. It is the most satisfactory Tan 
composition sole known to the shoe trade. 

In Tan (leather color)—HALESOLE meets every 
demand of successful shoe soling material. It 
combines all the advantages of style, wear and 
comfort so essential in a shoe bottom. 
Stitched direct to the welt of the shoe—HALESOLE 
assists the shoe in holding its shape. It maintains 
an even tread throughout the life of the sole. 
Remembering that from the all-important stand- 
point of wear and reliability —HALESOLE is recog- 
nized by the trade as the outstanding Tan sole. 


Shoes equipped with Rajan |} 
Soles lend distin@ion to the line 


ALFRED Hate Russer Co. 
Manufacturers of Rajan Products 


Established 1837 


ATLANTIC - MASS. 
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Are You Making 
Your Findings 
Counter Pay? 


The dealer who gets the most 
out of his findings counter today 
carries a complete line of one 
brand of shoe dressings instead 
of burdening himself with many 
brands. 


Live dealers find the Cinderella 
Line of Dressings the most ex- 
tensive and complete on the 
market. There is a dressing for 
every kind of shoe in vogue. 


A recent check-up by “Sales 
Management” of nationally 
known products in 54 different 
shoe stores in five widely sepa- 
rated states showed that CIN- 
DERELLA SHOE DRESS- 
INGS were sold by 42.6% of 
them—leading all other brands 
by a large margin. 


Better stock the Cinderella Line 
and make your findings counter 
a source of added profit to your 
shoe sales. 


Everett & BarronCo. 


Providence, R. I. 
Paris London 


“Restores Loveliness to Footwear” 








ENNA JETTICK 
SHOES 


Shipped from Stock 
ce oe 
in April 
if stacked on the street one row 
on top of the other; each row 10 
feet wide (21 cartons) would 
make a 
tower 
over twice the 


height of the 
Woolworth Bldg. 





Did we have shoes in stock? 
Yes! Did we give service? Yes! 


DID YOU TAKE 


ADVANTAGE OF 
THAT STOCK 


y 





If interested and there is no ENNA JETTICK dealer near you, write 
DUNN & McCARTHY, Inc., Auburn, N. Y. 
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‘TURNING Idle Hours into 
Prorit MAKERS 


the window,” 10 minutes; and 10 min- 
utes idle. 

The shoe department of a big store, 
selling shoes from $6 to $30, was vis- 
ited between the hours of 2 p. m. and 


- 3 p.m. on a recent Tuesday, with the 


following observations: 

The high-style section salesman de- 
voted the hour to two customers, who 
each bought one pair of shoes; the 
price paid by one customer was $12.50; 
the price paid by the other customer 
was $15; six pairs of shoes were shown 
to each; some time was spent by the 
customers in surveying the shoes in the 
foot mirror; salesman suggested ho- 
siery, and made the delivery of bundle 
to one of the customers; brought the 
other pair, which was charged, to the 
desk for wrapping and forwarding to 
the customer’s address. 

In the orthopedic section, the sales- 
man observed was working on stock 
and observing the feet of passersby for 
15 minutes; the other 45 minutes was 
devoted to showing a customer eight 
pairs of shoes, and in fitting them all; 
in explaining the merits of these shoes, 
and in suggesting hosiery and polish. 
Two pairs of shoes were sold. 

In the medium-priced section, one 
salesman spent 15 minutes in showing, 
fitting and suggesting hosiery and 
cleaners to a woman purchasing a pair 
of light beige kid shoes; the next five 
minutes he was observing the feet of 
passersby, and in the arrangement of 
shoes on the table; the next 25 minutes 
he was busy at the fitting stool, selling 
two pairs of shoes to the customer; the 
next five minutes he repeated the proc- 
ess of adjusting the shoes on the dis- 
play stand, and the next 10 minutes in 
making exchanges and adjustments. 

The hours of 9 a. m. to 11 a. m. in 
this store are devoted to caring for 
stock. It is reported that an average 
of three customers to each salesperson 
are fitted during the first two hours of 
the morning. This store has a “flying 
wedge” of salesmen who concentrate 
on selling and who begin work at 11 
a.m. and work without lunch until 3 
p.m. The 9 a. m. to 5 p. m. men take 
one hour for lunch, except in sale times 
and on Saturdays. 

Figured on the hourly basis, which is 
the way department store managers 
and retail shoe stores generally figure 
the salesman’s selling time, 22 minutes 
is devoted to selling and incidentals of 
approach, showing the merchandise, a 


[CONTINUED FROM PAGE 43] 





little personal conversation, wrapping 
of bundle, and completing of sale. Ten 
minutes for stock care. Ten minutes 
per hour on telephone calls, either 
trom customers for more shoes (which 
might te added to selling time) or in 
“drumming up” trade. 

The other 18 minutes’ time is at the 
disposition of the store manager and 
it is his job so to direct this time that 
it will be the most profitable to the 
store. It might be spent in observation 
and study of style or fitting, reading of 
business papers or extra customer ser- 
vice. 

These are average figures based on 
selling a given number of pairs of shoes 
over a given period of time. They do 
not mean that in each and every hour 
of the day a salesman spends ten min- 
utes on stock work, ten minutes in tele- 
phoning, or in other methods of stim- 
ulating trade. It does mean that over 
a weekly period of eight hours a day 
for six days a salesman will average 
80 minutes daily in stock work; 80 min- 
utes during the week in telephoning, 
working on customers’ lists, and in 
other trade promotional work. During 
some days there will be very little stock 


.work, depending upon the amount to 


be done and the activity of trade. 

- It is interesting to note the attitude 
of the management of one shoe store in 
the South relative to the methods by 
which his salesforce shall spend its idle 
time when it is not advisable to do 
stock work. On the theory that it is a 
bad plan to have salesmen standing 
conversing with each other, or appa- 
rently idle, he long ago decided to keep 
those salesmen not fitting customers 
from 10 a. m. on off the floor. 

Each salesman has a number, and to 
begin with Salesman No. 1 is up 
toward the front, with the floor man- 
ager near the front door; as soon as 
the first customer is assigned to Sales- 
man No. 1, a buzzer sounds in a cheery 
rest room, where those salesmen who 
are not waiting on customers are 
seated, either busily reading business 
papers or working on individual cus- 
tomers’ lists, or ringing up customers, 
or reading books on shoe construction, 
or other educational subjects, and 
Salesman No. 2 appears all ready to 
take the next customer. 

When Salesman No. 1 has finished 
with his customer, he goes back to the 
rest room and becomes Salesman No. 
15 (or the lowest number in the 







group), and so on, with the salesmen 
improving their time, out of sight of 
customers, and the store assuming a 
busy appearance or at least not having 
the appearance of being over-manned. 

In a store having a dozen or more 
men, this idea of keeping them off the 
floor during the sometimes-quiet pe- 
riods, yet always under the immediate 
control of the floor man, works out ex- 
cellently. 

“It is natural for salesmen to bunch 
together when customers are not pres- 
ent,” argues the proprietor of this 
Dixie shop; “it is a condition which man- 
agers in many sections of the country 
have long unsuccessfully fought.” 

“And then,” added one of the execu- 
tives of this store, “there is the crav- 
ing for a smoke that is often satisfied 
by salesmen on the sly. So the rest 
room in our store came into being, 
where the men may smoke and have a 
few minutes of well-directed leisure 
time.” 

A scientific retail shoe salesman at 
Marshall Field’s, Chicago, has solved 
the problem of idle time by selling shoes 
by appointment. Through this method 
he has not only regulated his hours at 
the fitting stool, but he has gained pres- 
tige for the store, and has put 
himself upon a professional basis. 

“Mrs. So and So,” he often phones, 
when he finds he will have some spare 
time on the next day, “When may I see 
you for a fitting? I find the hours be- 
tween 2 and 3 p. m. or 4-5 p.m. are al- 
ready taken, etc.” Mrs. So and So 
makes her appointment accordingly. 

Ben Emden, retail shoe salesman ex- 
pert at Krupp & Tuffly’s, Houston, Tex., 
spends much of his leisure time in de- 
vising new and unique cards to give 
out to his customers. He has found 
that it has paid the store, and himself, 
to do this; he both mails and hands 
these cards to his customers; he has 
his own private customer file; he also 
solicits business over the phone. 

In reference to fixing the average 
store hours at eight, not counting one 
hour for lunch, there may be some of 
our readers who will not agree that 
this is the average. They will say, 
“Oh, we work after 6 p. m., in arrang- 
ing stock or cleaning up the store, or 
attending a store meeting, or in ar- 
ranging an interior case or window.” 

On the other hand, it should be re- 
membered that the tendency is to re- 
duce the number of working hours. 








Sinise ts Miles Waar Ads Mose Eficient 


the article to be described. Isn’t that 
what you want to tell in the ad? Aren’t 
those selling points you tell the cus- 
tomer the very ones-to tell the news- 
paper reader? 

16—Don’t “lead out” (spread out) 


[CONTINUED FROM PAGE 49] 


the body of your ad too much. This 
makes the ad hard to read; the space 
between the lines is confusing to the 


eye. 
17—Avoid large blocks of italic type. 
It is too hard to read. 


18—Use enough space for what you 
have to say—but, don’t waste space 
simply to make a big splurge. That is 
no more sensible than having five 
floors when you need but three, simply 
to have your store bigger. 
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Cushion Heel makes the heel 


LIGHT, the edges TIGHT without 
CUSHION cement, the tread FLAT, and 
HEEL 


allows the nails to be counter- 
sunk out of sight. 


THE 
MODERN 
HEEL 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 


Look for the wi 
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Lynn Shoe Manufacturers 
Vote for Footwear Tariff 


LYNN, Mass. — Approximately one 
hundred Lynn shoe manufacturers, at 
a meeting held in this city, June 12, 
went on record as favoring a protective 
tariff on shoes. They also voted unan- 
imously that a committee be appointed 
to work in conjunction with commit- 
tees already appointed by other re- 
gional manufacturers’ associations. 

The meeting, which was a iuncheon 
affair, was presided over by Phillip 
Bessom, president of the Lynn Cham- 
ber of Commerce. The pricipal speak- 
ers were Frank H. Curry, executive 
secretary of the Shoe Manufacturers 
Board of Trade of New York City; 
John A. Garside, well known Long 
Island City shoe manufacturer, and 
chairman of the tariff committee of the 
same organization; and’ Congressman 
William Connery of the seventh Con- 
gressional district of the State of 
Massachusetts. 

Mr. Curry gave figures to show the 
rapid increase in shoe imports, rising 
by the hundreds of thousands yearly, 
from 380,000 in 1923 to 1,477,000 in 
1927. “The first three months in 
1928,” he said, “showed an increase of 
nearly 26 per cent over the same pe- 
riod in 1927.” He also gave some in- 
teresting figures on labor costs in this 
country, in Germany and in Brussels, 


showing how far below the American | 


standard the European is. “Taking 
into consideration all trades,” he said, 
“the average European wage is about 
$1.37 as against the United States av- 
erage of $5.00 per day.” 

Mr. Garside emphasized the fact that 
competition of the foreign made shoe 
is not necessarily confined to the high 
grades, but is rapidly invading the me- 
dium and low priced classes as well. 

Congressman Connery stated flatly 
that he would again do all in his power 
to have a tariff placed on footwear at 
the next session of Congress, but said 
that in order to achieve the best re- 


as possible at the inevitable hearing 
before the Ways and Means Committee, 
and to present an absolutely unbroken 
front. He also urged his audience to 
back the passage of the so-called An- 
drews Bill, creating a flexible tariff 
law, under which the president will 


merchandise, even though that mer- 


free list by act of Congress. 


Gray and LaValle Firms 
in Consolidation 


SYRACUSE, N. Y. (UTPS)—A con- 
solidation of the John S. Gray Shoe 
Company, for 65 years one of the lead- 
ing manufacturing firms of Syracuse, 
with the LaValle & Lo Presti Shoe 
Company of New York City, for the 
purpose of reducing overhead expenses 
and merging of financial interests, has 
been announced by John C. Ayling, 
vice-president of the Gray concern. In 
explaining the consolidation program, 
Mr. Ayling stated that the manufac- 
turing plant of the Gray company will 
remain in Syracuse. 

The present factory at 101 Salt 
Street will be vacated and new manu- 
| facturing quarters will be established 
| at 140 West Willow Street, which has 








| been leased. 
Harvey Smith, president of the John | 
| S. Gray company, announced his retire- 


ment from active business interests 
simultaneously with the consolidation 
statement. Mr. Ayling will 
duties as president of the Gray com- 
pany and will also act in executive ca- 
pacity for the LaVelle & Lo Presti or- 
ganization, and will be in charge of 
sales for both companies. 

The local and New York City com- 
panies will retain their respective 
manufacturing identities under the 
merger plan. Mr. Ayling will divide 
his time between New York City and 
Syracuse in the interests of the two 
firms. Executive offices of the Gray 





sults it would be necessary for the shoe 
industry to be represented by as many 


| company will be transferred to New 


have the power to impose a tariff on | 


chandise may have been placed on the | 


International Shoe 


York City, but the’ plant, which em- 
ploys over 300 workers, will not be 
reduced in size or activity here. 

Mr. Ayling explained the change of 
plant location as being in the interest 
of economy and efficiency. The new 
plant, it is stated, will allow all the 
manufacturing processes to be conduct- 
ed on one floor. 


Earnings Larger 


St. Louis, Mo.—The International 
Shoe Company earned $1.48 a share on 
the 3,760,000 shares of common stock 


|in the five months ended April 30, 
| against $5.72 a share on 940,000 shares 


in the previous corresponding period, 
or $1.43 on the larger amount. The 
statement of the company for five 
months’ period shows net income after 


| deducting taxes of $5,820,557.58. Divi- 


dends paid for the period were $4,010,- 


| 000, leaving a net amount of $1,810.- 


557.58 carried to the common stock 
capital account, which now amounts to 


| $82,494,477.62. 


Net sales of $45,153,183.62 show a 
net decrease of $1,398,491.33, as com- 
pared with the corresponding period 
last year. Shoe orders on hand April 
30 were slightly less than $3,000,000 
above corresponding date last year, the 
company statement said. 

At the end of May the decrease in 
sales had been eliminated, and the 
company showed a gain in sales of 


| $800,000, an official said this week. 


assume | 


A. W. M. Lapierre Dead 


HAVERHILL, Mass.—Andrew W. M. 
Lapierre, head of the Lapierre Shoe 
Co., this city, and a former agent of 
the United Shoe Machinery Company, 
died at his home here on June 4. Mr. 
Lapierre was a widely known shoe 
man, having been associated with the 
New .England shoe and leather indus- 
try for many years. 





The Trend of Hide 


Prices 
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W eek Heavy Branded | Heavy Texas Country 
Ending Native Steers Cows Steers Calf Skins 
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One year ago..... 19% 1712 18 2034-24 
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Cleaning and Polishing 





Shoe Cleaning Machine—Model A 
Equipped with Brushes and Motor 











Tr SHOE CLEANING MACHINE—MObEL A, is a handy 
and compact machine for cleaning and polishing shoes 
that have been soiled in handling. It is designed to 
accommodate two cloth or yarn brushes, or ¢ com- 
bination of each as desired. The machine is motor 
driven, the motor belting directly to a grooved ariving 
pulley on the shaft carrying the brushes. The equip- 
ment is an ideal one for retail stores where factory 
power is not available. 


Let us supply you with further particulars 


United Shoe Machinery Corporation 
BOSTON, MASSACHUSETTS 


i i Johnson City, N. Y...........- 276 Main eaciemmaail 37 Warren 
Brockton, Mass. 93 Ce: M 306 Broad 221 eet 13th 


mtr 
Chicago, Ill............ 18 South Market a ° $ 11 Florence Roch > 30 Mill 
cae et TR ee : ‘1 
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Shows you how to bring more and bet- 
ter trade into your store ... 32 pages 
of seating suggestions for modern shops 
in this interesting and practical book 


“New Styles in Shop Seating” 


“Gentlemen, I want to compliment you on your book 
‘New Styles in Shop Seating.’ It is a genuine help for 
the modern shoe store owner and reflects a keen ap- 
preciation of our problems. Any man interested in 
attracting better trade and building prestige for his 
store should read this book.” 

So writes a successful eastern shoe store owner. Perhaps 
this book will help you. Shall we mail you a copy? It 
is free. How proper seating can give your store an air 
of distinction—attract more and better trade—greater 
capacity at less cost and bigger profits on your invest- 
ment, all explained in this free book. Simply use the 
coupon below. / (i 

' 


The “American’’ Free Service Plan 


“American” engineers and draftsmen are at your service 

to suggest new ideas in seating arrangements. In the 

past fifteen years thousands of shoe store owners have 

accepted this free service. And as a result American 

Interlocking Shoe Store Chairs are building profitable 

business daily. This service is yours for the asking. No. 9015 
Fill in and mail the coupon today. N 


American Seating Gmpany 
1016 Lytton Building Chicago, Illinois 
Branch Offices—New York: R. 601-119 W. 40th St. 


Philadelphia: R. 703-1211 Chestnut St. 
Beston: R. 302-69 Canal St. 
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American Seating Company le 

1016 Lytton Bldg., Chicago, Ill. © 

Gentlemen: Send me, without obligation, your helpful 32 Page Book, ““New »D 
y Styles in Shop Seating.”’ 


Name... 


“No. 4072 ¢. Address... No. 6079 
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One Broad Publishin g\l 


Its Publications Broadly 
Cover the Following 
Industries and 


Trades 


Automotive 
Automotive Industries 
Automobile Trade Journal 
Motor Age 
Motor World Wholesale 
Operation & Maintenance 
Commercial Car Journal 
Chilton Catalog & Directory 
Automotive Industrial Red Book 


Hardware 

Hardware Age 

Hardware Age Catalog 
Jewelry 

The Jewelers’ Circular 
Metal Trades 

The Iron Age 
Optical 

The Optical Journal 
Petroleum 

The Petroleum Register 

Oil Field Engineering 
Shoe 

Boot & Shoe Recorder 


Textile 

Dry Goods Economist 

Dry Goods Reporter 

The Drygoodsman 

Pacific Coast Merchant 
Toys 

Toy World 
Warehousing 

Distribution & Warehousing 


UNITED PUBLISHERS 


Exten 


T is the objective of each of the 
twenty-two United Publishers 
Corporation units, to serve best the 
interests of its respective field. 


Co-ordinated by a source of central 
control, it is possible for this vast organ- 
ization at once to cover its fields in the 
broadest manner and to give infinite 
attention to specific details. 


The ordering of the smallest cut, is 
attended as carefully as the formulation 
of an entire advertising campaign. 


You may readily feel, when being served 
by any unit of the U. P. C. that you 
are receiving the most intelligent and 
diligent attention available in your par- 
ticular line. 


ORPORATION 
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POSITIONS WANTED 
LINES WANTED 
ALL OTHERS 


7c. per word. 
ALL DISPLAY .SPACE 





4c per word. Minimum Charge 75c. 
4c per word. Minimum charge 75c. 
Minimum Charge $1.25 


Five dollars per inch. Allow 45 words to an inch 


Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 207 South Street, Boston, Mass., on 
Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 

When advertisers desire answers to come in our care 
twelve words must be allowed for address. When ad- 
vertisers desire replies forwarded direct to their address 
each word of their address must be counted in the ad- 
vertisement and paid for accordingly. 

Payment in advance is required, except when regular 
advertisers, as amounts are too small to open accounts. 










































SALESMEN WANTED 





SALESMEN WANTED 





SALESMEN WANTED 








complete lines of MEN’S, 
Advances against commissions. 


Milwaukee, Wisconsin. 


“KOZY KOMFORTS” SLIPPERS 


We offer a splendid Side Line Proposition to active Per eg via 
automobile in MICHIGAN, INDIANA, MISSOURI ANSA S, on our 
WOMEN’S and CHILD REN'S SLIPPERS, all 
styles Wood Heels and Padded Sole Merchandise, POPULAR PRICED. 
All Instock, Active business all sections, 
write full details, Kozy Komfort Shoe Mfg. Company, 1701 Richards St., 








Live wire salesman for Oklahoma 
territory. Established business. 
Act at once to get advantage of 
substantial fall business. Address 
D-521, care Boot and Shoe Re- 
corder, 207 South St., Boston, 
Mass. 











RARE OPPORTUNITY—We are changing 
representatives in the following states in 
which we have established trade: Ohio, Ar- 
kansas, Missouri, Indiana, Tennessee, New 
York state. Want men to carry our line of 
In-Stock leather house slippers as side line. Must 
live on territory and cover same close by auto. 
Give full particulars in first letter. No drawing 
account. Weekly settlements against orders 
received. Twenty men now successfully sell- 
ing line. Easiest selling commodity in shoe 
game today. Maid-Rite Corp. (Manufacturers) 
5 York St., Brooklyn, New York. 





SALESMAN WANTED: We have an opening 
in several states for a side line salesman, 
carrying our line consisting of a general line 
of shoe novelties and spats. Applicants must 
submit references with their first letter. Ad- 
dress D-503, care Boot and Shoe Recorder, 
189 W. Madison St., Chicago, IIl. 





SALESMEN—Are you making enough money 
on your side line? have a splendid 
proposition for the right an, If you. have 
either an office in a central city, or travel by 
auto, command a good clientele, our line of 
novelty slippers for men, women and children, 
soft and hard soles, will make big money for 
you. Styles and prices sell them on sight. We 
pay commissions and credit you with all 
Te-o State full particulars in first letter, 
telling. ‘all about yourself, references, other lines 
carried, and exact territory you cover. Address 
D-502, care Boot and Shoe Recorder, 207 South 
St., Boston, Mass. 





ALESMEN WANTED-—Short pretty side 
line, Turn, First Steps, all in stock. Seven 
per cent. References first letter. Schuylkill 

Shoe Co., Orwigsburg, Pa 





WANTED SALESMEN—Side line, two 
samples. Department and_ shoe stores. 
Liberal commission. Quick sales. Specialty Co., 
West Somerville, Mass. 





WANTED: Salesmen for the Southern States, 

to carry our line of medium priced turns 
to the retail trade on commission basis. Apply 
to Wm. P. Lowell, Inc., Newburyport, Mass. 


SALESMEN WANTED 


FOR TEXAS, OKLAHOMA, 
MISSISSIPPI, LOUISIANA, 
ALABAMA, MISSOURI, KAN- 
SAS, IOWA, OHIO, and other 
desirable territories to carry the 
fastest line of IN-STOCK 
STYLED CORRECTIVE Mc- 
KAY ARCH SHOES priced at 
$2.85 and $3.85. Liberal com- 
mission basis. Good ——— 
ity for big earnings. ddress 
Corrective Shoe Company 


14th & Washington Ave. 
St. Louis, Missouri 








We have an established trade in 
EASTERN PENNSYLVANIA 


and have a real opportunity to 
offer to the salesman who knows 
the retailers there. 


Goodwill Shoes 














ahah a salesman to carry our 

line of “A-B-C’ Turn shoes in Western 
Pennsylvania, Ohio, West Virginia, District of 
Columbia, Virginia and South West territory. 
79%, Commission. KETNER, KRATER & 
COMPANY, ORWIGSBURG, PENNA. 


















Wanted: 


Salesmen of experience with 
following, to sell our lines of 
women’s up-to-the-minute novelties 
ranging from $2.35 to $2.85 
carried In-Stock. States open: 
Va., Pa., Ky. Ohio, Iowa, Iils., 
Mo., Miss., La., Texas, Colo., Idaho, 
Wyo., Mont., Wis. Commission 
basis only. Full particulars must 
accompany application. Address, 
D-520, Boot and Shoe Recorder, 
207 South St., Boston, Mass. 











ANTED, man between thirty and forty, 
experienced in retail salesmanship for charge 
of floor in western shoe store—moderate salary 
with future ahead. Address D-551, care Boot 
and Shoe Recorder, 207 South St., Boston, Mass 








LINE WANTED 








Women’s McKay Line Wanted 


By a successful and thoroughly 
experienced salesman, age 32. 
He is well and favorably known 
among the jobbers, chain and 
department store trade of the 
West and South. He will gladly 
furnish the best of references to 
a reliable manufacturer. Ad- 
dress D-549, Boot and Shoe 
Recorder, 207 South St., Boston, 
Mass. 











Ware ace LINE FOR GEORGIA. 
EXCELLENT lee RUFUS 
GARDNER, MACON, GEORGIA 





SALESMAN to carry two pocket samples, a 
women’s turn leather sole boudoir and a 
ballet slipper, in stock proposition. Excep- 
tionally profitable repeat mail order numbers, 
7%, commission. Address D-532, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 





ALESMEN WANTED by manufacturer of 

Infants’ Footwear, “Birth to Three years.” 
Commission basis. Desirable territory open. 
Apply with references, firm representing, etc., 
to B & P Footwear Company, Oswego, N. Y. 





WANTED—Shoe or Rubber Line. Philadel- 

phia and Eastern Pennsylvania. Established 
trade. 10 years’ experience. Drawing account 
or salary. Best references. Address D-542, 
care Boot and Shoe Recorder, 207 South St. 
Boston, Mass. 





LIVE wire salesman well established, lowa, 

Kansas, Nebraska, South Dakota, desires 

snappy line ladies’ McKays. Retail five to 

six fifty. A-1 reference. Address D-547, care 

> ma and Shoe Recorder, 207 South St., Boston, 
ass. 
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LINE WANTED 


FOR LEASE 


MERCHANT NEEDS 

















LINE WANTED 

Line of Misses’ and Children’s popular priced 
shoes for volume buyers East of Mississippi. 
Fifteen years’ experience selling children’s shoes. 
Will devote full time and sell entire output 
of moderate size factory. Address 0-546 care 
Boot and Shoe Recorder, 239 W. 39th St., New 
York City, N. Y. 








Shoe Department For Lease 
in high class ready-to-wear store in a 
southern city, population of 75,000, main 
floor, centre of store. If interested com- 
municate with Mr. Mitchell Marks, 
c/o Merchandise Research Bu- 
reau, 455 7th Ave., New York, 
N. Y. 








Advertising Air Balloons 
Size No. 50—8%” Inflated 
$4.00 per gross Comes . groes 

Send us your 
and your Ad Assorted Colors 
W. E. FOLLIS ADVERTISING 

ERVICE 


s 
159 No. State St., Chicago, Ill. 























POSITION WANTED 





POSITION WANTED—As buyer ‘and man- 
ager or assistant of shoe department or shoe 
store. Twenty years’ experience in shoe _re- 


tailing. Age 40. Married. References. Free 
uly 15th. Address D-529, care Boot and Shoe 
dee, 207 South St., ‘Boston, Mass. 





N 
WINDOW DISPLAYS 
Joseph gs Display Manager 
Fo ise Shoes, Inc. 

For Over Five Years—Is 
“At Your Service” 
Address—1773 E. 33rd St., 
Brooklyn, N. Y. 
Phone—Dsplanade 7773 











ON account of erecting a larger plant, our 
modern one-story brick factory building, 
ideally located for many lines of manufacturing, 
containing about thirty thousand square feet of 
floor space, will be available for lease about 
November Ist. Jarman Shoe Company, cor. 
2nd and Shelby Ave., Nashville, Tenn. 








FOR SALE 





SHOE business established 35 years on corner 
best street in the 114 per cent city over 
100,000 population. Gateway to Smoky Moun- 
tain National Park. Eight year lease on build- 
ing. Beamans-Knoxville, Tennessee. 





R SALE: Established shoe store. Very 

good opportunity for ambitious man _ with 
small capital. Address—Shoe Store, Park Hotel 
Bldg., Attleboro, Mass. 





POSITION WANTED: Middle age man, mar- 
ried, twenty years’ experience, ten as mana- 
r, desires connection where future is assured. 
ill travel. Address D-543, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 





UYER—Manager—Sales _Promoter—Volume 

Producer, anxious to make a change. Good 
references. Address D-545, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 





SITION WANTED. I want to connect 

with an up-to-date retail shoe store or de- 
partment to care for foot troubles. Several 
years’ experience making hand made leather 
arch supports from an impression of each foot. 
Middle age, married. Address D-548, care 
Boot and Shoe Recorder, 207 South St., 
Mass. 


Boston, 








SITION WANTED —As manager or buyer 

of retail shoe or department store. In pres- 
ent position with one of State Street’s leading 
shoe stores as manager over 15 years. Desires 
to make a change. Best of references. Address 
D-550, care Boot and Shoe Recorder, 189 West 
Madison St., Chicago, IIl. 








BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any- 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency or 
soliciting. Address Stephenson Laboratory, 
21 Back Bay, Boston, Mass. 








Attention, Salesmanagers 
and Superintendents! 


Unusual opportunity to become 
shoe manufacturers by purchasing 
on reasonable terms modern 
equipped shoe factory located in 
Middle West. Owner has other 
interests. Purchaser must invest 
some of his own money in order to 
interest additional capital in present loca- 
tion or move the establishment to other 
city where sufficient capital can be had. 
Answering state age and what experience 
had at shoe manufacturing. Address 
D-544 care Boot and Shoe Recorder, 207 
South St., Boston, Mass. 











WANTED TO PURCHASE 











To Be Sure Twat You ReEcetve 


THE VERY HIGHEST PRICES 


for your retail odds and ends, entire or 

surplus stocks, ask us for our bid (estab- 

lished 40 years). Cash transactions. 

New York Export Purcuasinc Corp. 
596 Broadway, N. Y. City 

















HIGHEST CASH PRICES ; 
PAID 


for shoe stocks, slow sellers, etc. Short 

leases taken over. Transactions A % -, 

Est. 1890. > 
MAX GLAUBERG 

2 436 Grand St., New York City 

4 Dry Dock 0352. 
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MERCHANT NEEDS 





estasuisneo 


LAB ELS 


and 


SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 


teg-27) UXINGTON AVE. BRODKLYM. tv 
AMERICA’S CREATEST 
SMOE CARTON @& LABEL MPce 








DO YOU KNOW? 


That you can buy or = it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 























S cusnion TIRE 
\ STORE LADDERS 


a Insure perfect 
shelf service for 
any line of mer- 

chandise. Deep tread 

steps, properly spaced, 

with convenient 

length handholds on both 
sides of ladder permit 
mounting or descending 
with ease. Both hands 
free to remove or 
replace stock without 
danger of falling. 

Cushioned Tired 
Trolley and Truck N 
Wheels eliminate noise and prevent vibra- 
tion. Erection as simple as A, B,C. Utilize 
small space. Make top shelves safely avail- 
able for stock purposes. One style—neat of 
ete, | finished—any height ceiling. 

2 housands in use. 

Circular On me RE.MYERS & BRO.CO. 
woquest, ASHLAND, OHIO. 

(PUMPS -WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 





























) WINROW 
| DISPLAY F on 


SEGALLE SONS 


923 ARCH ST. 
PHILADELPHIA, PA. 


ARE BUSINESS GETTERS 











Milbradt 
Ladders 


Made for 40 vears 
by the original in- 





ventors. 

Made in all styles 

to suit any shelving 

conditions. 

Get our price before 

placing your order 
Milbradt 





Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 























A Fast-Stepping Strap 
in the Popular Toyo 


In Stock 


Here’s a child’s shoe to feature! 


Our Toyo cloth one 


strap sandal—just right for spring and summer. wearing. 
Has patent trim and Toyo insert or, it can be ordered in 


tan trim and tan insert. 


TRUITT BROTHERS, Inc. 








MERCHANT NEEDS 








CAHILL BOX MARKER 


(Copyrighted) 


A VERY EFFECTIVE 
MACHINE 


For printing the stock number, 
description, size and width and 
selling price of the shoes on the 
carton or the index card for the 
Cahill carton. 


PRICE, $4.00 


Mailed on Approval 





HARRISBURG, PA 








Riesenberger Joins 
Curtis & Jones Staff 


READING, Pa.—C. N. Riesenberger 
has been appointed sales manager of 
Curtis & Jones, shoe manufacturers of 
this city. This is one of the largest 
factories in Pennsylvania, having had 
a long-established and prosperous ca- 
reer. 

Mr. Riesenberger plans to cover the 
retail trade of the entire United States, 
and has already added to and will con- 
tinue to add to the sales organization 
of the house, to intensively cover the 


field. The lines have been changed 
somewhat. In addition to the children’s 
turns and stitchdowns that have al- 
ways been an important factor, there 
have been added a line of McKays for 
growing girls and women, one of the 
new features being an arch support 
line at a popular price that will per- 
mit of its being a $5 retailer. The re- 
action of the trade to this and the 
other additions to the line have been 
most satisfactory, the trade being espe- 
cially responsive to the higher styling 
of the output. 

Mr. Riesenberger comes to Curtis & 
Jones from a long connection with the 
firms of Julian & Kokenge and the 
Lape-Adler Co., and is personally wide- 
ly known in the shoe industry. 


Frank Payne Associated 


with W. A. Withers Co. 


ELIZABETHTOWN, PA.—Frank Payne 
of Harrisburg has become financially 
interested in the W. A. Withers Shoe 
Company of Elizabethtown. Mr. Payne 
brings to this connection not only a 
presently active shoe interest, being 
also connected at the present time with 
the Gerberich-Payne Shoe Company of 
Mount Joy, Pa., and Devine & Yunge! 
of Harrisburg. He formerly was con- 
nected with the Johnson & Bailey Co. 
of Millersburg, Bedford Shoe Co. of 
Carlisle, the Perry & Norval Shoe Co. 
of Huntingdon, W. Va. He was also 
vice-president and a member of the 
executive committee of the G. R. Kin- 
ney Company, all highly successful 
concerns. 

Mr. Payne’s activities have been 
identified always with the financial end 
of the businesses with which he was 
or is associated. The Withers Shoe Co., 
with which he is now also identified 
since taken over by Messrs. Charleroy 
and Horner, has become one of the 
busiest and most active factors in 
Pennsylvania manufacturing. 

The house has the most modern of 
equipment and has become famous for 
the development of new styles in juve- 
nile footwear. They have, together 
with the rigid maintenance of their 
standards and quality of workmanship, 
developed a recognition on the part of 
the retail trade of the country over 
that has proved little short of re- 
markable. 

G. B. Horner has just returned from 
a very successful trip that has extend- 
ed all the way out to the Coast, and 
has considerably extended the list of 
agencies for Skeezix shoes. 


“s 
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MERCHANT NEEDS 





TH! OSCAR ONKEN Co. 


Display Fixtures of Quality 
¥ IN WOOD ONLY, BUT IN MANY PERIODS 4 


To Make Your Show Windows Profit- 
able These 3 Conditions Are 
Important: 


ist—A goed Window Display Man; 
2nd—Change the Displays very often; 
3rd—Use Wood Display Fixtures that are 
well made, correctly proportioned, inter- 
changeable, and nicely finished. 


Always bear in mind that 
“MANY SALES ARE MADE FROM THE SIDEWALK’’ 


At half the rent you are paying, you 
would not board up your show windows 
This means they have a certain value. 
If neglected they become very costly. If 
utilized right they can be made very 
profitable. 


Ask FoR SPECIAL Book N-I1 
SPECIAL FIXTURES MADE FOR ADVERTISING PURPOSES ! 
One of the. Two Best Lines Made 


CINCINNATI, O. 


WOVEN 


SHOE 
LABELS 


The DISTINCTIVE arid 
PERMANENT MARK 


FE.H.KLUGE 
WEAVING CO. 


39oW.34 TH ST. NIV. G 
V VA bot OL@R) BSE) Mol fo! ©) 








44 


‘fialetale 








mm 
Ss. 
i) 


June 16, 1928 BOOT AND SHOE RECORDER 











Imported 
English Field Boots 


In Stock 


Made of high grade willow 
calf, heavy sole, full leather 
lined blucher cut, six eye- 
lets, straight leg. A boot 
that can be properly worn 
for dress or field service. 
Your trade will recognize 
a splendid value in this 
boot. In stock—C widths 
—7 to 1lk. D widths—5\% 


, 
to 12. H 


Our new catalogue will be 
sent on request DISPLAYS THE BOTTOM 
$19.50 AND SHANK DESIGN 


Per Pair Poily Shoe Holder solves the problem of properls 
displaying shce bottom and shank designs. Par 
ticularly adaptable to Arch Type shoes. Will dis 
play both men’s and women’s shoes—men’'s dis 
played by inserting the heel, women’s by inserting 
the counter. 

The Polly Holder is made of non-rustable metal, 
oxidized finish, felt lined. Satisfaction guaranteed. 
$6.00 a dozen $3.50 half dozen 


Check with Order Please. 


Y 


TI 





| 


Style B-89 


COLT-CROMWELL CO., INC. M. D. POLLINGER CO. 
1239 BROADWAY NEW YORK CITY 416 Victoria Bldg. St. Louis, Mo. 





























GREELEY KNOWS 


the Boudoir business. His 
line in black or colors, with 





leather or rubber heels— 

measures up to the quality 

IN test of customer satisfac- 
tion. Your jobber should 


STOCK supply you. If not 


36 Pair Cases write us. 


A. W. GREELEY 


12 Duncan Street - Haverhill, Mass. Be 























Recorder “Selling Messages 


CONSISTING OF 


Eight cards, with peppy selling and pull ’em in messages, 
different each month in shape, design and color. 














100 price tickets to harmonize with the cards each month. 


Four (4) Art Easel Bases with store initial, sent with first 
month’s shipment of cards. 
Price: —$48.00 for the year, payable $4.00 per month. 


For men’s exclusive shops, a special assortment of cards 
is offered. 
Order Now—for July Cards 


Recorder Show Card Department 
189 W. Madison St., Chicago, Illinois 
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The Boot and Shoe Recorder 


Serves in 


Getting More Shoes Sold Right; not only “more” but “right”; sold 

for the right purpose, to the right wearer, in the right fitting, for the 

right price, at the right profit. This is the great problem of the retail 

shoe merchants. The chief purpose of Tue Boot anp SHoE REcoRDER 

is to help solve it; for this is the basic problem upon which depends 

the progress of the entire allied industries relating to shoes and leather, 
their production and distribution 


In this Issue— 


Goop LETTERS WILL PULL THEM IN. 
Second of a Series on Building 
Business. 


TURNING IDLE Hours INTO PROFIT 
MAKERS 
Cutting Down the Loafing Time. 


By R. L. Prather 


By Helen M. Haney 


CONTROLLED INVENTORY MEANS CoN- By Harry R. Terhune 
TROLLED PROFITS 
As Practiced in the Berberich 
Store. 


Six RuNway SHOws PLANNED AT July 9, 10, 11 
BOSTON FAIR 
240 New Styles to Be Shown. 


THE VOICE OF THE RECORDER 


How To MAKE Your Aps More Er- Layout and Type 
FICIENT 


Opinions of the Editor 


BUILDING A COLORFUL FOUNDATION.. Evening Slippers 


By Installing a Dyeing Service. 
FRENCH MODERNE A NEW NOTE In Store Design 
Used by O’Connor-Goldberg. 


IOWA TO JOIN NORTHWESTERN 


WHO’s WHO ON THE ROAD 
News of the Travelers. 


The Iowa Convention 
By Helen M. Haney 


SHOE MERCHANT NEWS 
SHOE MARKET NEWS 
OTHER REGULAR FEATURES. 





GETTING MORE 
SHOES SOLD RIGHT 


THE Boot AND SHOE RECORDER PUBLISHING Co. 
207 SouTH STREET, BOSTON, MAss. 
EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT GEORGE W. R. HILL 
Treasurer Vice-President 
H. WALTER SCOTT 
Vice-President 





B. C. BOWEN 
Vice-President 
ARTHUR D. ANDERSON 
Secretary 


Directors of the corporation, in addition to 
the above-named officers, are as follows: 
HucH M. Bowen P. M. FAHRENDORF 


A. C. PEARSO 
OwE CHARLES H. FURBER R. L. SEWARD 


—w% THOMAS 








SUBSCRIPTION RATES 


The subscription price of the Boor anp SHor Recorper is $3.00 for one year, which includes 
postage in the United States, its possessions, Canada, Mexico, Spain and its colonies and South 
America (excepting Venezuela and the Guianas, which is $6.00). 

FOREIGN SUBSCRIPTION—The price to all foreign countries except the above is $6.00 per 
year including postage. 

All subscriptions are payable in advance. Single copies 25 cents. 





A request for change of address must reach us at least thirty days before the date of issue 

with which it is to take effect. Duplicate copies cannot be sent to replace those undelivered 

through failure to send advance notice. With your new address be sure also to send us 
the old one, inclosing tf possible your address label from a recent copy. 








Entered as second-class matter Sept. 19, 1925, at the Post Office at New York, N. Y. under the act of 
March 3. 1879. 


Member of the Audit Bureau of Circulations 
Member, Associated Business Papers, Inc. 
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A buying guide to 


BOOTS AND SHOES 


Air Mail Shoe Co., Cincinnati, Ohio 


Beacon Falls Rubber Shoe Co., Beacon 
Falis, Conn. 56, 5 


Best-Ever Slipper Co., Inc., Brooklyn, N. Y. 78 
Bliss & Perry Co., Newburyport, Mass... 
Blog Shoe Co., New York City 

Brooks Shoe Mfg. Co., Philadelphia, Pa... 


Central Shoe Co., St. Louis, Mo 
Clapp, Caan, & Sons, Inc., E. Weymou‘h, 


Cohen, Samuel, Shoe Co., Boston 
Colt Cromwell Co., New York City 


Commonwealth Shoe & Leather Co., Whit 
man, 


Coon, W. B., Co., Rochester, N. Y 
Cushman-Hollis Co., Auburn, Me 


Davies Shoe Mfg. Co., Racine, Wis... 
Duane Shoe Co., New York City 
Dunn & McCarthy, Inc., Auburn, N. Y.. 


Duttenhofer, Stanley, Shoe Co., Cincinnati 
18- 


Edwards, J., & Co., Philadelphia... .4th Cover 
Elam, F. S., Shoe Co., Rochester, N. Y.... 8 
Emerson Shoe Mfg. Co., Rockland, Mass... 76 


Evans, L. B., Sons Co., Wakefield, Mass.. 93 


Freeman-Beddow Shoe Mfg. Co., Beloit, Wis. 


Greeley, A. W., & Co., Haverhill, Mass... 
Golo Slipper Co., New York City 


Hamilton-Brown Shoe Co., St. Louis, Mo 


Herald-Bertsch Shoe Co., Grand Rapids, 
Mich. 


Hill, Howard W., Co., Beverly, Mass.... 
Holland Shoe Co., Holland, Mich 


Johansen Bros. Shoe Co., St. Louis, Mo. 


Krippendorf-Dittmann Co., Cincinnati, Ohio 40 
Lilly, Henry, New York City............ . 1% 


Menihan Co., The, Rochester, N. Y........ 7 
Merriam, H. W., Shoe Co., Newton, N. J.. 


Moran, Hermann, McManus, Inc., Auburn, . 
Me. . 


Nettleton, A. E., Co., Syracuse, N. Y... 


Packard, M. A., Ce., Brockton, Mass...... 


Paristyle Footwear Mfg. Co., Inc., 
York City 


Plant, Thos. G., Co., Boston, Mass 
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Next Week 


you will find 


in the 


Boot and Shoe 


Recorder 


RINDING the valves of the 
~J salesforce. There is a_ great 
problem in the increasing idle time 
of clerks in shoe stores, and we are 
devising ways and means of making 
selling hours per day more active. 
Next week we show you seven proved 
methods of using idle time. If the 
national average is one hour per 
shoe sale—what price service? 


RIED and true patterns lead 

the way to consistent profits. We 
hope to show in next week’s issue a 
pattern that will “never, never die.” 
Thousands of pairs have been sold 
and will be sold, for it is as close to 
foot fit perfection and eye-pleasure 
as a “settled” shoe can be. Not for 
flappers, but ofttimes flapper worn. 


P. I. (Other People’s Ideas), a 

e department engineered by our 
field editor, who knows more shoe 
men and more little tricks of the 
trade than any one man in the 
country, will give you more of those 
tried and tested money-making 
ideas. 
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7 Ae Wy N 1884, the first suspension bridge, a triumph of 
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American engineering, was built over the East 
River, New York City. The span is about sixteen 
hundred feet long and one hundred and thirty-five 


feet above water. The enormous weight is supported 
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by cables of steel wire which pass over the top of 


SES 


massive piers and are securely “anchored”’ in the 


earth . . . The Brooklyn bridge was planned 
by John A. Roebling, the inventor 


of wire-suspension bridges 
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